








May 23, 1931 





The VOICE of the TRADE 


Alice Maxwell Appo, 


operating the Boot and Shoe Re- 
corder Fashion Center in Paris, 
cables an influence that may have 
an important bearing on the “sur- 
prise shoe’ needed in mid-season. 
“The biggest hit in Paris today is 





the “Argentine Revue.” a South 
American theatrical company ap- 
pearing at the Palace in lively 
Spanish dances and tangoes. In 
glorifying the Spanish girl, the big- 
gest number on the program is one 
in which the dancing girls wear 
large bows on their shoes. The 
chorus of flapping ribbon bows 
makes a great impression. Already 
a lot of ribbon ties over the instep 
are to be seen in the shop windows. 
The greatest novelty is the ribbon 
that ties up and over the leg.” 

She also notes a surprising num- 
ber of silver kid evening pumps. 
She attended the opening of the Co- 
lonial Exposition and_ influenced 
thereby loud new colors in parrot 
green and yellowish reds like to- 
mato and lobster appear in dress; 
also reddish brown, henna, rust and 
all shades of yellow. Patou uses 
the duller, subdued browns with 
the red cast, in footwear. 

k ok 


Pvjewns in the 
stitching room of Colella & Leigh- 
ton Shoe Co., Lynn, Mass., were a 
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surprise and no small sensation 
when, last Monday morning, the 
factory blossomed out with one 
hundred girls wearing gay beach 
costumes at their work. It was de- 
cided a week ago to brighten and 
comfort the working hours, and a 
committee of girls waited upon a 
member of the firm for permission 
to don the new garb. 

* * * 


iim T. Hollis 


of Cushman-Hollis Company, Au- 
burn, Me., is hereby handed a col- 
orful bouquet. Through the intro- 
duction of shoes in rainbow colors, 
he has received from the New En- 
gland Shoe and Leather Associ- 
ation the compliments of the sea- 
son for “a very heartening expres- 


sion of faith on the part of your: 


company, as well as a most artistic 
conception. It is serving to boost 
the New England Shoe and Leather 
Industry.” 

The cheerful little eyeful of col- 


of 





orful shoes has made a national im- 
pression and, as a result, the fac- 
tories are running to capacity at this 
time. The Maine Sandal Song is 
being sung to the tune made by 
stitching machines, and if the vogue 
continues well into the winter vaca- 
tion season in Florida, the song 
promises to be even more accepta- 
ble than the University of Maine’s 
Stein Song. 


1931 y 


Mayor Andrew J. (Bossy) Gillis 


Newburyport, who won office as a 
result of differences with the “blue- 
bloods and the high-hats” of his 
city, has become a shoe manufac- 
turer. He has made his pile in ser- 
ving gasoline for motor transporta- 


At), 





tion and now hopes to step into the 
game of foot transportation via the 
Gillis Shoe Company, Inc., char- 
tered this week by the secretary of 
Massachusetts, with a $50,000 
opening investment. 

* * * 


Pig. skin in men’s 
shoes for novelty. Some makers of 
men’s popular price shoes have been 
huying genuine pigskin leather in 
lots of from 100 to 150 dozen skins, 
and that gives some idea of the way 
this stock has been running along 
the fashion course so far this year. 
The prospect is that it will run even 
stronger in the coming full season. 

Pigskins of from 15 to 16 square 
feet are just ordinary; those of 19 
and 20 are large and occasionally, 
a monster of 24, 25 or 26, and even 
28 feet is reported. Now, a pig that 
yields a pelt of that size is sure sa 
giant of the porcine species. 

The skins are generally as broad 
as they are long, and in this respect 
are different from more familiar 
leathers, like cowhide, calf and kid, 
which are always longer than they 
are broad. The pigskins are finished 








in the natural, brown and _ black 
shades, and white pig was added to 
the list this year—the tanners hav- 
ing succeeded in producing a pretty 
good white on the pig grain. They 
also have good cutting value to 
the shoemaker. 


* * * 


H. C. Freeman 
of the Freeman Shoe Company, 
Beloit, Wis., has given a sporty 
appearance to his shoe factory 
through the use of color in ma- 
chines and tables—as a stimulation 


P / 
l 

to the worker. To increase the tonic 
effect of color, all the employees 
wear green smocks with red trim- 
mings. He says: “This has had a 
revolutionary effect upon our shoe- 
making and the morale of our em- 
ployees, and has pleasantly sur- 
prised my brother Ed. and myself.” 
Without being required to do so. 
employees make it a point of clean- 
ing up their machines in the noon 
period as well as at night. 

There is a lot of practical psy- 
chology in a colorful factory be- 
cause workmen actually put in more 
hours at their work than they do at 
home, for after shop hours they are 
here, there and everywhere. Why 
shouldn’t the shop be made as pleas- 
ing in color as the home? 

The spirit of team-work in Be- 
loit is showing progress and gains 
in the making of more men’s shoes 
than ever before. 


x* * * 


S. J. Brouwer, well 


known Milwaukee merchant. 
speaking over Station WISN, 
said: “Strange as it may seem, 
folks have the dentist check and 
examine their teeth twice a year, 
but no one checks the feet, and 
feet affect health even more than 
teeth and for more years.” 

That statement was so startling 
that the Milwaukee Sentinel, on 
its editorial page, made the follow- 
ing comment: “Few will deny that 








Ask Me Another 


—Where has the greatest deflation taken 
place during this latest depression? 

—In the earning power of money. 

—In what way? 

—Capital invested in industry, deposits in 
savings banks, or investment in high grade 
bonds have shown a minimum of return. 

—What does that mean? 

—That the supply of money and credit is 
greater than the demand. When the de- 
mand for money increases, it will indicate 
that business is improving, and the earn- 
ing capacity of money and credit will re- 
turn to more satisfactory levels. 


Dexa 6 Vela. 


President. 








Mr. Brouwer is right about neg- 
lect of feet. People rarely give 
their feet, or the kind of shoes 
they put on them, any thought un- 
til the feet begin to hurt; and 
when feet have reached the pain- 
ful stage the damage is usually 
done, perhaps beyond repair. 
Abuse of the feet, however, does 
not necessarily mean that the 
resultant damage will be local in 
the pedal extremities. Mr. Brou- 
wer quoted Dr. Marshall of Bos- 
ton. who said that ‘the greatest 
damage done to the body by mis- 
litted shoes was from the hips up.’ 
When the foundation of the body 
sags. the upper structure gets out 
of alignment.” , 
* * * 


Chick Evans, 


managing director of the Natural 
ridge Shoemakers has written a 
very vital merchandising message 
entitled: “A Problem and the An- 
swer.”’ In twelve little words—‘net 
profits—satisfactory turn-over of 
stock, shoe sizes in stock when 
needed’’—he gives a solution. The 
booklet is worth adding to your 
shoe store library. 

Since 1887. the Craddock Terry 





Company of Lynchburg, Va., has 
played an important part in shoeing 
the nation. Factories have an out- 
put of 35,000 pairs per day, and in 
the division operated by Mr. Evans 


a joyous cooperation for profit and 
prestige has been created in less 
than two years. 

Have you not heard the radio 
slogan: “Good to the eye, good to 


the foot, good to the pocketbook”’? 
* * * 


Harry Kenerson 
of the United Shoe Pattern Co. of 
Boston and Perley Randall of the 
W. B. Rice Shoe Co. of Lynn, met 
on the New York-Boston airplane 
express the other day, and on the 
way back to Boston, via the air 
route, they had quite an argument 
as to how it is that the airplane 
company carries Perley’s 210 
pounds for $14 a trip, while it 
charges $15.86 for hauling Harry’s 
130 pounds. Perley rides on a sea- 
son ticket, good for one trip a week 
for the season, while Harry rides 
on a single trip ticket. 

* x * 


Vs Berns, 


shoe telephone operator wins the 
major prize in the around-the-world 
contest conducted by the Mississip- 
pi Valley Industrial Exposition held 
at St. Louis last week. Because of 
the friendships that she has made 
at the board in headquarters office 
of the Brown Shoe Company, she 
sold more tickets than any one of 
several hundred young women. She 
is now on the way, with a party of 
other women winners, to Holly- 
wood, Honolulu, Hong Kong, Holy 
I.and, Hamburg, Harlem and home. 
Lucky Girl! 


tin fastened oxfords 


are appearing, in both men’s and 
women’s lines. They are made 
with a goring, of elastic fabric, 
on either side of the fastening. 
So they stretch and “give” to the 
feet in walking. The argument is 
that the wearer does not have to 
bother to tie up laces, nor tie them 
up again after they become un- 
fastened, which is sometimes quite 
a bother. Besides, there’s no 
chance of a person tripping over 
an untied lace. The next idea, 
already in sight, is that of conceal- 
ing the saw tooth edges of the zip 
fastenings under a strip of novelty 
rubber. 


10 BooT AND SHOE RECORDER : 
combining THE SHog RETAILER, May 23, 1931 


















John H. Marlowe 
shoe manufacturer of Northamp- 
ton, England, and the vice-pres- 
ident of the Federation of British 
Industries, attended the Interna- 
tional Chamber of Commerce and 
expresses the belief that a better 
accord in industry will result from 


ior 


~ 





that great meeting in Washington. 
The speed of communication by 
radio and airplane has made the 
world more neighborly and because 
of the common language of Anglo- 
Saxons—a better spirit across the 
waters from now. Previous to his 
trip he had telephoned from 
Northampton to Philadelphia and 
enjoyed the sensation of nearness 
that came through perfect voice 
transmission. 


* 


“Fos Joy within two 
weeks or your money back in cash,” 
is the way Field & Flint Company 
of Brockton step into the men’s 
shoe game with the idea that Foot 
Joy shops should give more than 
just foot coverings to mankind. 
The test by trail is the next step 
forward in shoe merchandising. It 
certainly puts it up to both store and 
maker to deliver the shoes plus ser- 
vice. 


Tie have changed and 
we note in a Douglas booklet that 
the Hon. William I. worked six- 
teen hours a day in his struggle to 
get started and that instead of go- 
ing home, he went to sleep on a 
bundle of leather so as to be on 
hand for work early in the morn- 
ing. What a contrast these days. 
when a forty-hour work week and 
a forty-minute hour are being 
recommended as a ‘solution for 
economic ills. But ambition does 
not grow by restriction of effort. 
It would be tragic if all effort 
were time-clocked. 

In the same booklet, an adver- 
tisement of Oct. 15, 1884, reads: 
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“You will get the best pair of shoes 
you ever bought for the price in a 
W. L. Douglas $3.00 shoe. It is 
a sewed shoe, custom made, finest 
calfskin with top of best glove kid, 
stitched with the finest silk and 
hottomed with the best leather. | 
make these shoes on a medium 
London toe last with straight cap 
and the wide plain toe last in Con- 
gress, Button Boot and Lace Bal- 
moral. They are suitable for the 
workshop, church or farm, being 
made for service, style and durabil- 
ity. My name and_ the price 
stamped on the bottom of each 
shoe.” Those were the happy days! 
* oo * 


A. H. Geuting 


believes that now is the time to 
“establish a more stable, prosper- 
ous business, and that better made 
regulations should be established. 
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“And he told Madge he’s suffering from athlete’s 
foot. 





We favor the establishing of a 
super-advisory committee, made 
up of leading tanners, manufac- 
turers, retailers, in order to secure 
a better leadership, and through 
thorough cooperation guide the in- 
dustry out of its present chaotic, 
price-cutting condition into stabili- 
zation and thus avoid the great 
number of failures that are con- 
stantly taking place. 

“We believe standards and prin- 
ciples are necessary for the pur- 
pose of serving the one hundred 
and twenty-two million people in- 
telligently and economically, on a 
bankable basis to industry. And 
to secure that, prosperity in the in- 
dustry as a whole is essential to the 
best interests of the consumer and 
the well-being of business. 

“We believe it is a crime to en- 
gage in the shoe business without 
a foundation for success. 


| i 






Could you ever imagine it?” 


Uncle Sam Shows How Big a Slice of the Retail 
Dollar Goes for Footwear 


New measuring sticks in retail 
distribution now come to the aid of the merchant. 
The United States Government, in organizing the first 
Census of Distribution, gives to the merchant a true 
picture of the size and scope of all retailing. It also 
gives to each industry an exact measuring stick of its 
own selling abilities in towns, large and small, every- 
where in the United States. 

The Census releases are now revealing truths in 
retailing which will probably be the basis for all mar- 
ket measurements in years to come. No more val- 
uable figures have ever been issued to industry in all 
its branches than the preliminary reports from the 
national retail census. 

Much of the pioneering work in this census was 
originated by Fred Feiker, secretary of the Associated 
Business Papers, who served as chairman for the 





in S 


committee of preparation for the Census of Distribu- 


N0es? 


tion. 

Week by week we will publish the standing of cities 
and towns all over the country so that merchants, 
manufacturers and particularly traveling salesmen, 
can gage the size and importance of retail markets. 

Although not complete, the data on retail distribu- 
tion in a number of the larger cities provides adequate 
basis for computing per capita sales, i.e., the amount 
the average person spends in a year for shoes. This 
sum can be compared with the average amount spent 
per person for all commodities and in this way the 
merchant can ascertain what percentage of the con- 
sumer’s dollar that goes for commodities finding its 
way to his cash register. 

The figures returned by the Bureau of Census are 
for the vear 1929. Although a phenomenal year for 
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business, this fact does not detract from the value of 
the statistics ; they rather provide a target to shoot at. 
Figures showing the stock on hand at cost as of Jan. 
1, 1930, are provided in the breakdown. 

The accompanying chart provides the figures for 
ten cities, all over 450,000 in population as reported 
by the 1930 census, with an additional breakdown 
made expressly for the shoe industry. Of these ten 
cities, Chicago sold the most shoes in 1929, with a 
volume of $43,643,154. More important, however, to 
the individual retailer is the per capita sales, which 
were $16.79 in San Francisco showing that more dol- 
lars per person are spent there yearly for shoes than 
in any of the other cities listed. 

The average person in any one of these cities spends 
approximately $595.67 yearly in retail stores. Thir- 
teen dollars and thirty-three cents, or 2.32 per cent of 
this total goes for shoes. From this the conclusion is 
drawn that in San Francisco people spend $3.46 more 
per year for shoes than the average person. The 
reason for this can be discovered only by the man who 
is on the location; the man who studies his clientele 
and finds out why the San Francisco consumer needs 
or wants more or better shoes than other people—or 
why consumers in other cities buy less. This is the 
essential value of this survey to the independent re- 
tailer. 


Tie bureau states that these 
figures do not provide an adequate basis of computing 
rate of stock turn, but the individual retailer can ap- 
ply his own mark-up to the cost value of the stock on 
hand at the end of the year and by dividing this into 
the net sales during 1929, get an approximate figure. 

A more exhaustive research was made in Washing- 
ton, D. C., than in the other cities. The average 
operating costs for shoe stores there during 1929 was 
32.18 per cent of net sales, or for every $100 of mer- 
chandise sold, $32.18 was spent in the operation of the 
store. This amount does not include, of course, cost 
of merchandise sold, return on capital invested in mer- 





chandise, fixtures or accounts. It makes no allow- 
ance for administrative services of proprietors, ex- 
cept at the average wage rate of the full-time em- 
ployee. 

The census report for shoe stores is divided into 
three classes: The men’s store, the women’s store 
and the family store. Of the total shoe sales in the 
10 cities given the men’s stores did 11 per cent, the 
women’s stores 18 per cent and the family stores 71 
per cent. This average may differ in individual cities 
as it is based on all ten, but individual cities may be 
broken down by the retailer from the figures sent to 

[TURN TO PAGE 64, PLEASE | 


In Baltimore 40 Per Cent of Shoe Stores 
Operate Independently 


PERCENTAGE OF NET SALES BY TYPES OF ORGANIZATION ~ BALTIMORE RETAIL STORES# 
ASL, 22) Single-store independents 

Local mlti-units 

All multi-unit organizations** 

Rosser Sectional and national chains 

PY) A Other types of organisation 














Grocery Stores* 





Drug Stores *#* 


Filling Stations 
(all Types) 


Department 


Variety 
and to-e-dollar 


Wonen's Ready-to- 
Wear Specialty 





Shoe Stores 





All Stores 











We Take Ten Cities and Find Public Averages $13.33 per Year for Shoes 


No. 
Average of Em- 


Total 

Total No. of Net Sales ployees_ Salary Stocks on 

Popu- Commodity Shoe Sales per (Full and Hand End of 

City lation Sales (1929) Stores (1929) Capita Time) Wages Year (Cost) 
Ginga ince ren ns Aeon ee 3,375,235 $2,153,626,553 1,033 $43,672,194 $12.99 2,558 $5,240,871 $11,383,150 
oh ee ee en nt 1,568,662 086,767 447 18,371,748 11.71 1,079 1,864,502 4,404,858 
Los Angeles ................ 5238, 964,049,862 301 19,790,312 15.98 1,277. —-2,700,506 5,591,359 
8) 7s rr 900,429 534,240,787 335 11,206,785 12.44 687 1,200,847 3,039,064 
alt Oto ccc cco ecw wens 804,874 380,450,518 223 7,303,644 9.07 1,541 713,280 1,764,915 
San Francisco ............-. 634,394 499,060,416 177 10,652,243 16.79 784 1,635,469 3,061,192 
pO ET ae See ee oer 578,249 347,422,233 207 7,700,873 13.31 440 867,252 1,975,968 
Washington, D. C. .......... 486,869 331,873,844 104 6,910,106 14.19 469 844,190 1,695,120 
New Orleans ............... 458,762 158,295,164 146 5,960,415 12.99 435 636,055 1,560,522 
GANGINHAEE occ bac eee seeks 451,160 291,572,167 154 6,259,399 13.87 381 640,905 1,562,676 
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National 
Sport 
Shoe 
Weeks 
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Shoes for Every 


B ack to the shoe store comes 
the complete footwear business. For several years 
past, because it took a little more effort to get the golf 
shoe business and all specialty shoes worn for differ- 
ent sports, the shoe merchant has let slip an oppor- 
tunity to the sporting goods houses. But true sports 
footwear cannot be properly sold over the counter. 
More than just casual fitting must be given to prac- 
tical sportswear. We, therefore, see the return of all 
footwear to the shoe store, for the merchant is con- 
vinced that one sale leads to another and sport shoe 
service increases customer acceptance of regular foot- 
wear. 

A very definite example is in golf shoe service. The 
speed with which the popularity of golf has spread 
through all parts of the country, has been noticed with 
amazement by all apparel outfitters. The shoe men 
have been watching this development over a score of 
years. For some time the sporting goods stores held 
most of this business because of the natural inclination 
to buy golf implements and golf footwear at the same 
time of sale. But today the golf shoe business is back 
in the shoe store—not only in one store in town but 
in every store in town. 

More people of adult age play golf than follow any 
other form of outdoor competitive sport. It once 
was a form of snobbery for a man to be seen in spats 
or in golf clothes. That period of the aristocracy of 
golf has given way to a new democracy of the game 
and this year shows more municipalities in every part 
of the country with open links on which the public 
can play. This year, shoe men will find more new- 
comers into golf than ever before. Golf shoes have 
progressed to the point where they must combine both 
utility and sport style appeal. 





Note, if you will, high fashion stores that now 
make a point of having in one part of the window, as 
an almost permanent exhibit, a small square of imi- 
tation grass turf and upon it three or more numbers 
of smart golf shoes. 

In this field, the golf shoe for men, women and even 
children, gives to the trade the service advantage not 
possessed by any other competing store. 


The universal sport shoe this 
year will be in tennis or rubber sole construction, fol- 
lowing the increase in use of lightweight summer 
wear. There is every expectation of the sale of not 
only one pair of tennis, but the possibility of two, three 
and even four pair of tennis for the juvenile, this 
coming summer. In this field, the shoe store and the 
shoe department in the department stores, control 
the retail market. The popularity of rubber soled 
footwear has increased because of the wider oppor- 
tunity for style and color and the economy of price. 

Step by step, through the sports, we can see the 
right shoe for the right summer activity become more 
salable. 

In hiking shoes alone, the development of sales this 
year has been a most encouraging feature. In and 
around New York and Philadelphia there are more 
hiking clubs than anywhere else in the country. What 
was the accepted hiking boot in hill and mountain 
country is now the recognized equipment of trampers 
out of cities, to cover nearby trails with pack and 
equipment. This development of leg and half-leg 
boots and moccasins has reached much greater propor- 
tions in Germany than anywhere else on earth. En- 
couragement of it in this country can be greatly stimu- 
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Sold in Every Shoe Store 


lated by distribution of maps, trail records and posters 
announcing the various hiking events organized in a 
community by tramping clubs. 

Equestrian sports increase as publicity is given to 
race meets. This year’s attendance at race tracks is 
decidedly encouraging and riding schools are begin- 
ning to note increased participation. The riding boot 
business, which went to new heights last year, has a 
fair opportunity for progress this year, but the mer- 
chant must realize that the customer's riding boots 
have a possibility of long wear. 


l, the footwear field of beach 
and sandal wear, there is, perhaps, less of the rubber 
wear than in previous seasons and a greater accep- 
tance of the efficient and economical colored beach 
sandal—which has more of a spectator interest. 

General sport shoes in the types of color combina- 
tions, pattern and blend, have an entire field of salabil- 
ity separate and distinct from actual sports wear. In 
this field, the shoe store and shoe department in de- 
partment stores are supreme. The salability of an 
extra pair of shoes can be greatly encouraged by co- 
operation of the merchants in a town to show sport 
shoes at the same time with the same keynote of sales 
interest. 

America has gone sport dress for the summer sea- 
son for the past two years and indications are that 
there will be no abatement of sports wear this year. 
In fact, there are indications of sports wear for street 
wear and business wear. The one real stimulation 
for the sale of more shoes this year is through sports 
footwear, but the need is for intensive selling in the 
next six weeks up to July 4. 
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and not everywhere 
else but .... 
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May 24-29-—Holiday Shoes 
Decoration Day in several States 
June 1-6—White, Straight or with 
color 
A dominant fashion theme 
June 8-13—Popular Two-somes for 
Summer Days 
The season for pairing off 
June 15-20—A guide to chic in 
Summer Footwear 
Correct shoes for varied occa- 
sions 
June 22-27—-Where are you going? 
Vacation Time Dramatized 
June 29-July 3—Shoes for the 
Fourth 
Of interest to everyone. 


C8: AROS AB a OPH 


NATIONAL 
SPORT 
SHOE 
WEEKS 


Review Sport Shoe 

Promotion Plans in 

Recorder of May 9 
for sales ideas. 


HELPFUL HINTS FOR AD HEADINGS AND WINDOW 
CARDS 


Country Club footwear—for tee or tea. 

No sport costume is complete without sport shoes. 

Golf shoes—correctly styled—correctly made. 

White shoes vary in style for varied occasions. 

OUTDOORS—correct shoes for participant or spectator. 

Sport shoes—first aids to summer joy and health. 

Sport shoes—they look good and feel better. 

Sport shoes—in the Mood and Mode of Summer Fashion 
favors color contrast. 

Tan shoes for summer—look cooler; are cooler. 

You'll enjoy summer more in a pair of sport shoes. 

Lighter shoes are as important as lighter clothes. 

Vacation shoe fashions for up-to-date youngsters. 
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June Sets the Pace 


4 


“par” for the store? 
for each salesman? 

keep everyone up on his 
toes if you give each one 
a sales quota for the month, 
and 
salesman that 
best showing. 


arrangement of 
that you've used all spring! 
And another thing—change 
those windows OFTEN in 
June. When you have noth- 


“PRICE” is 
selling argument you have 
during these present times, 


for 
Summer Selling. 


Give the Season a 


Flying Start by 
Preparation and 
Promotion. 


WHAT'S your sales 
volume goal for June? 
Have you set up a 

And 
It will 


offer a prize to the 
makes the 


THIS is a good week 
1 for a window of white 
footwear for graduates 


and brides. 


very good, but it takes 
planning and selling effort. 
Have you thought ar 
your program for a month? 
Are you going to 
business good 


June is a 
month that can be made 


MAKE 


JUNE is a BIG Hosiery 


month. If you sell 

Hosiery push the line 
hard, every day. Have a 
good window display at all 
times, with cards emphasiz- 
ing the present low prices. 
In the store have a striking 
counter and table display. 
Mention hosiery in every 


footwear ad you run during 
the month. 





style ad tonight. And 

how about a_ one-day 
sale of Children’s Vacation 
Shoes tomorrow? with a 
separate ad tonight and a 
good window. School is 
out, or will be soon, and 
parents will be interested 
in a_ special offering of 
shoes that can stand the 
rough wear of summer play. 


5 HAVE a good women’s 


SPRING a surprise on 

your salesforce today. 

ffer a prize for the 
one who sells the greatest 
percentage of the people he 
serves today. Watch how 
it cuts down the percentage 
of ‘“‘walkouts.” Have two 
good Window Specials, one 
on Hosiery and one on 
Shoes for today only. 





ARE your windows new 
and interesting. You're 
trying to put over the 
idea of NEW summer styles 
and you can’t do it with the 
same old backgrounds and 


fixtures 


new to show then 


change the arrangement. 





MAKE tonight’s ad 
12 for 


Saturday  busi- 
ness a one-price ad, 


concentrating on your best 
selling price. 
one-price window, too, with 


Have a good 


bold price cards. 


the biggest 


when you emphasize 


“price” you'll get results if 
you're offering real value. 





MAKE arrangements 
with some local shoe 
repair shop to give you 
a rate on half soles and 
heels, the work to be done 
as fill-in work. Then ad- 
vertise a special price on 
half soles and heels today. 
Make the price as near 
your cost as you dare. It 
will bring a lot of people 
into your store. 


PUT in a good Chil- 
13 dren’s shoe window 

for today too, and 
dress it up with balloons, 
with a card saying ‘Free 
Balloons for Every Child 
Who Visits Us Today with 
Its Parents.” Balloons are 
inexpensive, and you'll 


make a lot of friends, not 
only among the children 
but among their parents, 








“STYLE” is your big 
3 selling argument for 
women’s footwear this 
month, Start things off 


with a letter or mailing 
folder to your list this week 
on Summer Styles. Stress 
the point that summer has 
brought NEW styles, and 
that prices are LOWER and 
values greater than in 
years. 



















ARE you keeping up 
10 the campaign on 

Men’s Summer 
Weights? Display them in 
the window frequently with 
a “talking” price card point- 
ing out their good features. 
Have a mailing card ready 
to send out the first day it 
really gets HOT urging men 
to get their Summer Weight 
— without further de- 
ay. 






















IT’S time for a Va- 
cation window—and 
try to have some- 
thing strikingly original 
this year. How about a 
woman’s figure, seated in a 
chair, with railroad and re- 
sort folders and booklets in 
her lap and strewn about 
her on the floor. With a 
little effort this can be made 
very attractive. 


11 





1 WHY not concentrate 


today with the most inter- 
esting window you can de- 
vise. 
you’re going to make this 
“Hosiery Week,” 
you expect them to suggest 
Hosiery to every shoe cus- 
tomer. 
Day. 

hose for men. 





this week on Hosiery, 


starting things off 


Tell your salesforce 


and that 


June 21 is Father’s 
Feature shoes and 
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EACH DAY 





N JUNE 


Ideas to Speed Shoe Selling in Summer-- 


Suggestions to Stimulate Sport Shoe Season! 








some interesting 

Hosiery prices for 
the week. Make this the 
occasion for launching a 
Hosiery Club, with cards 
providing space for record- 
ing 10 purchases. Give one 
to every woman who buys 
a pair of hose, and tell her 
that when she has _ pur- 
chased nine more pairs she 
can turn the card in for a 
free pair! 


16 OF course you named 


1931 is a year of 
17 economy. Are you 

watching all the 
needless little leaks? Sup- 
plies carelessly stored and 
ruined by dirt, lights burn- 
ing where they’re_ not 
needed, window fixtures left 
out to get broken or dirty. 
A chain store manager 
would lose his job if he per- 
mitted such waste! 





card 
18 :: featuring your _ ho- 
siery values will help 


mailing 


stimulate week-end sales. 
Are you featuring golf 
shoes, and bathing shoes? 
Now is the time! Is the 


interior of the store invit- 
ing to summer customers? 
Or does it look just the same 
as it did last January? An 
interesting 
customers. 


store invites 





"SINCE you're em- 
19 phasizing Hosiery it 
should get good ad- 
vertising space tonight for 
Saturday, but don’t fail to 
have a good ad on Women’s 
Summer Styles in Footwear. 
You are well into the vaca- 
tion season now. People 
planning to go away are 
interested in the new styles, 








a today! Make 

them _ interesting! 
Tomorrow is Father’s Day, 
so feature men’s shoes and 
hosiery. Have plenty of 
good values to draw shop- 
pers inside the store. And 
be sure there is a_ price 
card on every pair of shoes 
and hosiery in the window. 


20 CHANGE your win- 
















IS Monday a good 
2 business oy in your 

town? If not adver- 
tise a few Monday Specials 
in Sunday’s paper. If you’re 
checking stock every week 
you undoubtedly have a 
few slow selling numbers 
you’re anxious to get off 
your shelves which can be 
used for these specials. 





AND if you're not 
232 checking stock every 
week you'd better 

start now! 1931 is a year 
that calls for better mer- 
chandising and the first 
fundamental of good mer- 
chandising is to KNOW 
what’s in your stock, how 
long it’s been there, and 
whether you can afford to 
keep it there! 








HAVING checked 

24 your stock why not 
up a little circular 

or broadside featuring the 
slow sellers at SPECIAL 
prices that will move them 
right out of the store. Send 
this out today for a “Week- 
d Sale.” Your big argu- 
ment for such a sale is that 
you want to clean up your 
stocks before inventory. 





GIVE one window 
25 over to your “Week- 

End Sale” beginning 
today, but in the other win- 
dow you should play up 
style footwear at regular 
prices, with cards suggest- 
ing “New Footwear Styles 
for Vacationists.” July 4 
is but a week away, and 
many vacations will begin 
on July 1! 





IN planning tonight’s 
26 ad follow the same 

plan as you did in 
your windows; give half 
your space to the ‘Week- 
End Sale,” but don’t neglect 
style footwear and hosiery. 
If you can afford to use 
two ads, it will be better to 
separate the sale and style 
ads. Be sure and advertise 
Hosiery! 








men getting along 

with their June sales 
quotas? And, by the way, 
did you give yourself a 
quota? Tell everyone to 
push the “Week-End Sale” 
numbers hard! Those you 
don’t sell now will have to 
have deeper reduction to 
move them in your coming 
Summer Clearance sale. 


2 HOW are your sales- 




















CHANGE all win- 
2 dows today. Get the 

new styles, the sport 
styles, the golf shoes and 
everything that will appeal 
to vacationists out where 
they cannot miss it! The 
cards in the windows should 
“talk’”’ new footwear for 
the Fourth. This is a week 
to emphasize style! 








TONIGHT you're 
30» halfway through 

1931! Are you satis- 
fied with what you have 
done so far? And are you 
PREPARED for the second 
six months? Have you well 
formulated merchandising 
and advertising plans to 
enable you to keep sales up 
in spite of existing condi- 
tions? If not, NOW is the 
time to make your plans! 













Put Steady Pressure 
Behind Your Sport 
Shoe Business in 
June 
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Customers Il’ we seem to 

Cannot Forget stress the sub- 
j f stand- 

Standards eae 


ards, please do 
> not take it as 
“preach ment 
from the high,” 
but rather as the advice of an edi- 
torial partner who has had oppor- 
tunity to study retailing for a period 
of twenty years. Standards are of 
supreme importance today. It is 
profitable to have them. It is so 
easy to go down the path of price, 
but it is also extremely difficult to 
crawl back to a position of trust. 

We in no way wish to buttress 
fixed price levels on the basis that 
just because a store has always had 
a $10 level it isn’t possible for that 
store to hold to its ingredient 
quality, fashion alertness and store 
service at a new and lower price 
level. Standards of quality are not 
maintained by pegging prices. 

A well-balanced shoe, made to a 
standard, is to be found in shoes 
from $3 to $30. Grade is not the 
issue. The important point is hold- 
ing the store to the mark that is set 
in the minds of the public. 

A famous store in New York has 
done itself irreparable harm through 
transferring its shoemaking and its 
standards from one factory to a 
flock of factories, so that the spirit 
of its shoes is lost forever. The 
eye of the public may not sense the 
difference, but the foot knows. That 
is the point. 

The clearest presentation of the 
case comes to us from the Meadors 
Shoe Store at Nashville. The ad- 
vertisement showed pictures of the 
four partners as seal and token of 
the continuance of their responsi- 
bility to the community. The state- 
ment accompanying the cuts says: 

“For more than thirty-six years 
families of Middle Tennessee have 
looked to Meadors for better foot- 
wear. And Meadors, steadfast to 
its quality-policy, has reciprocated 
by offering its customers only the 
smartest styles, the best leathers and 


the finest workmanship in shoe 
building. 

“Today, economic conditions find 
the shoe market flooded with price 
merchandise. Some manufacturers 
have seized the opportunity to offer 
inferior shoes at prices that on their 
face seem attractive. 

“During our thirty-six years of 
business we have seen several ad- 
justment periods. In every case we 
have done as we are doing today, 
passing along the readjustment to 
our customers. So today your shoc 
dollar will buy more at Meadors 
than it has in years. 

“While some stores have been 
tempted to fill their shelves with 
price merchandisc, Meadors has ad- 
hered to a policy of quality estab- 
lished long ago. 

“You may continue to buy your 
shoes at Meadors secure in the 
knowledge that you are getting the 
most for your money that you 
are getting the ‘priceless ingredient’ 
, the integrity and honesty of 
men who wish to serve you well. 








ne Store Timing to Suit 
ustomers’ Time 





Franklin Simon s Co 


A STORE OF INDIVIDUAL sHoPs 
FIFTH AVENUE ~ « NEW YORK 





ANNOUNCING 


THE BUSINESS WOMAN'S 
EXTRA SHOPPING HOUR 


a 
THE INDIVIDUAL SHOPS 


Closing Que Hour Later in the Evening 
Opening Oue Hour Later in the Morning 
WEDNESDAYS ONLY 
Seore hours: 102.m. to 6.30 p.m. 











ewarwesc Womans Eras amerrixe were 
Wedecedsy caty: there epee nati! 630 pm. 





PRANRBELIN SINGH &@ COMPANY 














“Meadors shoes, representing the 
utmost in style, quality and fit, carry 
an absolute guarantee backed by 
thirty-six years of public confidence 
and friendship, yet they cost no 
more than ordinary shoes. Buy your 
shoes in confidence at MEADORS.” 

Note, if you will, the merchant ad- 
heres to the policy of quality. Note, 
also, the spirit of steadfastness to 
the principle that good footwear 
can only be bought and sold one 
way. Note, too, giving the public 
the most for the money. 

We need more definite statements 
oi this character by outstanding 
merchants. When there is so much 
mass-pessimism, to discover here 
and there a merchant who is truly a 
merchant—continuing his steady 
way—helps build confidence. In- 
dustry is strengthened thereby. 





Time for GIVE the customer 
a Change -, chance for a 
choice” is a_ saying 

> that now goes one 


step further in “giv- 
ing the customer the time for a 
choice.” The first of the stores 
to break away from traditional store 
hours is Franklin Simon & Co. of 
New York. That great store on 
Fifth Avenue announces a readjust- 
ment of shopping hours which may 
on the surface seem revolutionary, 
but which has much of the practi- 
cal in it. That store now realizes 
that the business woman is a very 
important person to cater to, and 
that perhaps an added shopping 
hour in the early evening would in- 
crease her buying interest. The 
store therefore announces the Busi- 
ness Woman’s Extra Shopping 
Hour, closing one hour later in the 
evening and opening one hour later 
in the morning. 

The plan is now in testing. Its 
first trial will be made on Wednes- 
days only. All other shops are 
watching, with a great deal of in- 
terest, as to whether the Business 
Woman’s Shopping Hour will in- 
crease sales. 
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R 827 


Ritzy Last. 
Brown Calf 





R 830 


Seles tat, 
rown a 
or nk tee with Cork 
Sik Vam 
and Quarter. ' 
B to D—& oe Gone. 
to Il 


to 11. 


R 829 


Kenmore 
Last. Brown 
Calf and 
White Elk 
A to D—6 





and liberal profit too... 
IN STOCK OF COURSE 


However, we can now assure our 
customers of immediate ship- 
ment throughout the active 
selling months of the sport 
shoe season. 


Tue demand for these shoes has 
severely taxed our service ca- 
pacity, although we stocked 
these styles very exten- 
sively. 


CROSSETT SHOE CO. 


FACTORY AT AUGUSTA, ME. 212 ESSEX STREET, BOSTON, MASS, 
To Retail 





To Retail Coast Representatives 
$6.50 - $8.50 A. F. Medine, 573 Haywood Hotel, Los Angeles $5.00 
Chris E. Nelson, Hotel Gowan, Seattle, Wash. 
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New pump last fea- 
tured in grisette kid 
with trig leather bow 
at the instep line. 
Grisette kid is sam- 
pling heavily in 
Brooklyn and in the 
St. Louis market. 
























Spectator types are 
leaning to new 
themes and trends. 
Alligator in small 
grains is becomiing 
more and more im- 
portant. The high 
riding strap effect is 
an important Parisian 
theme. 


Travel and town 
types are again fea- 
turing the three strap 
in brown suede with 
cherry or brown pat- 
ent and gilt buckles. 
Pin seal with smooth 
calf trims or regula- 
tion all over calf are 
popular materials. 


Usetu patterns with the styling 
so handled that few combinations will complement 
the entire fashion picture will be foremost in fall mer- 
chandising and buying. 

Blacks may average as high as as 60 per cent, with 
a brown dark enough and full enough to complement 
and restrain any shade of brown and a lighter tone to 
wear with woolens in the medium brown range. 

One or two greens will be bought to sweeten up the 
high style patterns and a stitched or perforated num- 
ber in calf or suede combinations for contrast to nov- 
elties in the fall woolen line. 

The short fur jackets in light beige and brown 
tones, to be worn with green or wine colored woolen 
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’ featuring restrained 


Fall Footwear 


skirts, will mean the sale of wine or the green tailored 
pumps, although the dark brown shoe will also be 


worn. 

As it is anticipated that seal skin and caracul or 
lamb trim will be featured as well as wolf, lynx or fox 
in the fall lines, it is readily seen that the black shoe 
will again be of tremendous importance. 

Grisette, the new graphite shade which is a splen- 
did complement for the grayed woolens of the early 
fall group, is receiving a lot of attention in Brooklyn 
and St. Louis. When worn with the taupe grayed 
stocking Grisette is markedly distinctive. 

Patent leather will surely increase as the season 
progresses and it is mostly shown in daytime and 

[TURN TO PAGE 64, PLEASE] 


Prado kid with nov- 
elty leather trims is 
important in high 
grade turn lines. 
Quality footwear is 

























patterns and 18/8 
heels for these pump 
types. 








Brown or black kid 
with pipings of beige 
or white kid. Band- 
ings with perforated 
detail and the sharp 
lift of the pattern on 
the quarter show an 
appreciation of smart 
design in quality 

lines. 


The bread and but- 
ter shoe for fall buy- 
ing either in black 
suede and calf or 
mink suede and a 
lighter shade 

calf, morocco or kid. 
Heels are either built 
up or covered, cuban © 
types predominating. 
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HEP SHOES 


SNUG FITTING WAIST 


















SNUG ANKLE FIT 


PLENTY OF ROOM FOR 
MOULDE 
BUILT U 

EN 


TO PREV 
SNUG FITTING 


FREE FITTING BALL 


> 


RCHES 
STEEL SHANK 


CUPPED HEEL SEAT ——s 

MAKING, ROOM FOR (BUTER AND INNER” 
$2.50 $ $4.00 
5 to 8 2% to7 
Ato D AA to D 





814 to 2 Ato D 


Every Size and Every Width for Normal Growing Feet 


Millions of dollars have been spent in advertising and stressing 
the importance of correct fitting for grown-ups. Consumers to- 
day are quick to appreciate that feet properly shod while grow- 








ing make for perfect and healthy feet when grown. 


Pollyanna Health Shoes cost no more than 
ordinary shoes. Write for salesman to ex- 
plain our Agency Plan. Catalog upon re- 
quest. 


THE A. S. KREIDER SHOE CO. 
ANNVILLE PENNSYLVANIA 


On, Gl a Cina Oe GO Oo Cae 





A oe oe OO A) CE ae a a 
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PLIL ILLITE LILI 


To use PEERLESS COLORED KID is 
to make a real investment in enlarging 
the good opinion of your customers. 


Thru COLORS that authoritatively 
represent the officially approved 
shades. 


Thru DEPENDENCE on repeated 
quality standards which are rightly 
expected from all Evans Leathers. 


Produced in a separate unit plant by ac 
an organization of specialists in col- PiLLILLLitith 








BooT AND SHOE RECORDER 
combining THE SHOE RETAILER, May 23, 1931 











ored kid tanning—using specially se- 
lected skins—to insure the utmost 
regularity in run of color and constant 
quality. 


JOHN R. EVANS & CO. 


CAMDEN, NEW JERSEY 


Cincinnati St. Louis 
Philadelphia Boston 
Milwaukee Rochester 














How to Close a Shoe Sale 






And What Makes Customers Want to Come Back? 


By HARRY R. TERHUNE 


Give them in their logical order. 


answers. 








on to the 
RECORDER'S contest for 
retail salesmen on “Clos- 
ing the sale so the cus- 
tomer will come back’’ 
seemed to hinge on the 
service extended prior to 
closing or to the actual “bowing out.” First money in 
this heat goes to Paul O. Campbell, Middlesboro, Ky., 
who just nosed in ahead of Sam W. Mabry. Accord- 
ing to the judges who carefully weighed the replies, 
Campbell furnished his customers with the most com- 
pelling reasons for desiring to come back. Most of 
the rest gave good treatment to their trade but only 
hoped they would come back. Following are some of 
the best letters submitted in the contest : 





PAUL O. CAMPBELL, 
Middlesboro, Ky. 

“Impress upon the customer that we are willing to 
help in the selection of the proper footwear, correctly 
fitted, and in color harmony to complete the entire 
outfit. If the customer is buying sport shoes, show 
something along the line of dress shoes, after the se- 
lection of the sport shoe. 

“If the customer does not purchase dress shoes 
then and there, she will remember that your store has 
shoes of this type when she thinks of dress shoes 
again. Let her know that you want to show shoes 
and she will be more than glad to return to your store 
when shoe-minded. Above all, say “Thank you.” 

Courtesy costs nothing, but it wins friends who 
become steady customers. 
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T {Re is a question that should bring in many instructive answers. “WHAT ARE 
THE EIGHT STEPS NECESSARY IN MAKING A SALE?” 


A check for $10.00 will be mailed to the salesperson or group of salespeople sending 
in the best answer. We want the consensus of thought of all those selling shoes at 
retail on this subject, so that a master answer may be evolved which will serve as a 
definite chart, guiding both the well experienced salesmen and the beginners. 
| As indicated, replies will be considered whether coming from individuals or from 
| groups. Take this subject up at your store meeting even if only two compose the 
selling force. Talk it all over, think it out, then send in the analysis of the deliberations 
to The Recorder Problem Editor by June 27. Be sure to give name and address on all 








J 


SAM W. MABRY, 
Florence, S. C. 

“T find in my eighteen vears as a retail salesman 
that the best way to close a sale so as to bring the cus- 
tomer back is to give 100 per cent service from the 
time the customer walks in until he or she leaves. 
Know your stock, make the customer feel welcome 
when she comes in, find out what style she wants and 
above all get the correct size before you show the first 
pair. 

“When you prove to her that it is a pleasure to 
serve and give her what she wants and fit her cor- 
rectly, you can send her out with a smile and she will 
always come back for the next pair with the same 
smile.” 


ART GREEN, 
Valley, N. D. 

“The process of 
closing a sale is a 
simple matter. I 
have yet to find the 
woman that | have just tried to sell a pair of shoes 
to without a few things in mind—such as Style, Com- 
fort, Quality and Fit. 

“The first thing to sell a customer is an idea, espe- 
cially those that are looking for something with com- 
fort. If you can promote in her mind your idea, she 
will purchase a pair of shoes, keeping in mind she 
must be satisfied with a certain amount of style as 
well as comfort. 

“In selling style, especially to the flapper type, one 
does not need to sell her the idea of comfort. All 
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The “Uptown Ace” 
Nos. 1927-1967 


The “Ace” is a semi-pointed 
toe pattern over the Ver- 
sailles Last. Comes in both 
black lustre and brown calf, 
with built-in arch. Widths 
A to D; Price $3.25. 


Another one 
of more than sixty 
patterns of 


+5 and *6 UPTOWN SHOES 


for the man about town 


Five and six dollars is a mighty 
good foundation upon which to 





A STAR BRAND SHOE 


build a men’s shoe business. 
These price ranges bring good 


Kendle tanitiliy turnover with profits to corre- 
line of 65 shoes spond .. . and especially so 
Fe ge when h h 
13 to retail at $6.00. you ave UPTOWN ° aii 
15 numbers for Boys for it’s a line that gets business 


at $3.50 and $4.00. 
Solid leather construction. 
Complete floor stocks. 


and keeps it. 








ROBERTS. JOHNSON § RAND 


nternational 


St. Louis, Mo. 





Star Reveries every Sunday nite 
at 9:45 E.S.T., Columbia Network 


‘°STAR BRAND SHOES ARE BETTER ”’ 
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that needs to be done in closing the sale with this 
type of customer is to show her something hot at a 
fairly moderate price in the color she wants and the 
shoe is purchased without hesitation. 

* “Returning again to the customer who seeks com- 
fort in their shoes. If this customer purchases a pair 
of shoes and they fit, give her comfort and she is ab- 
solutely satisfied with the style, quality and price, she 
will retain again and will make that particular shoe 
store and salesman a call every time she purchases a 
pair of shoes.”’ 


L. R. DEICKHAUS, 
Cincinnati, Ohio. 

“We cannot close a sale with every customer and 
so we want to impress upon them, whether they buy 
or not, that the service rendered is the best and that 
we are always willing to be at 
their service in whatever way 
possible.” 


J. CHESTER WAGGONER, 
Warren, Ohio. 

“In order to have the cus- 
tomer come back the shoe must 
give complete satisfaction as to 
style, fit, comfort and wear. If 
the shoe is the correct last for 
a good fit and the style correct, 
the shoe then should be com- 
fortable. Wear is taken into 
consideration but is not thought 
of so much by the customer. 

‘Personality of the salesper- 
son is another thing. The salesperson must be very 
courteous, patient and helpful. Help pick out the cor- 
rect shoe for that certain foot. Be sure the customer 
is thoroughly satisfied in every wav before the sale is 
closed.” 


is said.” 


W. j. BULLER, 
Ann Arbor, Mich. 

“The closing mo- 
ment may come at any 
time during the sale. 
It has arrived as soon 
as you get the cus- 
tomer to realize that 
the shoe will give him 
what he wants in Style, Fit and Durability. 

“Another important thing is making it easy for the 
customer to buy. Many people find it difficult to 
reach a decision, particularly when they have not been 
prepared in advance. Your job is to prepare the cus- 
tomer well in advance for the actual decision. If you 
find out the customer’s wants and take an interest in 
the customer’s particular problem, it will help close 
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THE IDEAL SALESMAN 


AUL A. JESBERG, Los Angeles, 
has a very clever definition of what 
he believes constitutes the perfect 
retail shoe salesman. “He is the one 
who can visualize what a customer 
should have the instant ‘How-de-do’ 


“No embarrassing questions as to 
‘Size’ and ‘Kind’ are asked. If this 
salesman qualifies himself so well 
that he is positive of the correctness 
of his selection and just holds to his 
idea of showing these shoes, he will 
indeed be the ideal retail salesman.” the customer seems pleased 


the sale and the customer will thank you. Therefore, 
you have made a satisfied customer and that cus- 
tomer will come back.” 

A clientele of satisfied customers is the foundation 
stone of a successful retail store. 


RAYMOND KING, 
San Angelo, Texas 

“First, gain the 
confidence of your 
customer, then 
properly fit her in 
the shoe she wants for her purpose. Do not be over- 
anxious to make a sale. Let the customer decide for 
herself, with an added suggestion occasionally. When 
the customer agrees to take the shoes, let your sales 
talk stop, as lots of sales are lost, after they are made, 
by further comment. 

“T find it a great help to start 
a conversation, if possible, along 
some line they are interested in, 
then, if they are satisfied with 
the shoes, a personal conversa- 
tion has a great deal to do with 
bringing them back to the 
store.” 





CHRISTINA MERCER, 
Herrin, Ul. 

“First be prepared to serve 
the trade intelligently. After 


without. doubt with the pur- 
chase comes the listing of the 
name and address, wrapping the package and making 
change as promptly as possible. Often it pays to say 
the right well-thought out words which express not 
only the pleasure in serving her, but that she will have 
a great deal of satisfaction in wearing the shoes. 
‘The assurance that it is always a pleasure to serve 
her and her iriends can be given in such a way as not 
to appear to be overdoing it. Then having escorted the 
customer to the limits of the department, take the 
privilege of suggesting some other department of the 
store. By this method I have formed a large follow- 
ing.” 


JOHN D. FITZPATRICK, 
Newburgh, N. Y. 

“After closing the sale with confidence that the shoe 
is fitted correctly, ask the customer for her name and 
address. Write this on your sales slip with the size 
of the shoe and the stock number of it. This infor- 
mation can be used in making a very good mailing 
list. Advise the customer to come back to the store 
in the near future when she is wearing the shoes so 

[TURN TO PAGE 64, PLEASE] 


BooT AND SHOE RECORDER 
combining THE SHop RETAILER, May 23, 1931 





‘ 
F 
fi 


i 
£ 
q 
4 
oI 
"1 
if 


















FOUR 
REASONS WHY 


Month after month per- 

suasive Johnston & Murphy 

advertising is finding 
its way into more 


than 5,000,000 


homes, via 











SATURDAY EVENING POST 
LITERARY DIGEST 
VANITY FAIR 


TIME 





















OES ANN AL ica. 






A responsive, eager and able to buy market 
is open to the J&M dealer. An audience that 
knows J&M values—and knowing them, will 
continue as enthusiastic wearers of J&M shoes. 
Shrewd dealers will be prepared with in- 









creased stocks. 
WRITE FOR DETAILS 


Johnston & Murphy 
40-54 Lincoln St., Newark, N. J. 
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Two Tone Sport 
Shoes Best Bet 


or Boys 


Black and White Combination Promises 
to Take Second Place This Season 





Left:—Grey-blue double 
breasted jacket. Light 
grey figured shirt. White a 
flannel trousers. Black 


and white shoes with 
long wing tips. 


Right :—Light 


brown 


tweed coat, 2 buttons, 
pleated back. White Vv 


knickers. 


White shirt. 


Tan and white shoes, 
short wing tips. 


When all is said and done 


there is one dependable mid-summer volume pro- 
ducer in the boys’ department. That is the two tone 
sport shoe. Manufacturers will show a line of 50 
samples of boy’s shoes, merchants will stock a dozen 
styles, but this one type will outsell the field, espe- 
vacation 


cially during the 


mer. Brown and white is only tair. White calf is 
being used more this season on account of the desire 
to keep the price down as low as consistent with good 
merchandise. The using of white buck would mean 
the raising of the price about $1.50 at retail. Most 
all merchants know that to get any volume the retail 

price must be down between 





period. 

It comes in a variety of 
combinations, with brown 
calf 
Number One seller. Reason, 
this is a splendid shoe that a 


and smoke elk as the 


boy can wear to school and 
wear during a greater period 
of time than any other shoe 
he might choose. The using 
of the sturdy plump elk and 
Norwegian leathers are a dle- 
cided factor in the durability 
tests a healthy growing boy 
gives a shoe. The formation 
of the shoe allows a good op- 
portunity for different pink- 
ings and medallions which 
lend interest to the boy. 
Possibly the next best 
combination is black and 
white, which is strong from 
June 15 on through the sum- 





Two Popular Patterns 


the $5.00 and $6.00 mark. 
Clothing stores are confi- 
dently planning for a good 
summer’s business on boys’ 
dress-up sport clothes. lor 
the ages from 8 to 16 years, 
the combination of a blue 
coat and white or black and 
white long trousers is consid- 
ered the most likely volume 
producer. (See figure at 
left.) This calls for the 
black and white shoe. Next 
comes the brown coat and 
the gray flannel long trousers 
which bring out brown and 
white footwear. A_ close 
third will be the brown coat, 
either plain or striped with 
white knickers. (See figure 
at right.) Black and white 
shoes enter the picture in this 
[TURN TO PAGE 64, PLEASE] 
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The New Tennant Tennis Shoe... 
A Servus Creation .. 










Once more Servus blazes the trail with a new 
Tennis Shoe that offers speed, comfort and ac- 
curacy of play that will be appreciated by play- 
ers everywhere. 

Designed by “Eleanor Tennant” — a magic 
name in Tennis Circles — this great shoe is 
made with bleached and unbleached white duck 
upper, corrugated rubber toe cap, double blue 
and white foxing, and light but substantial flex- 
ible white crepe rubber sole. It comes in sizes 
for women, men and boys. 

“Cash in” on the fame of this noted player 
and teacher — feature the “Tennant” shoe in 
your campaign for a bigger sport shoe business 
— you'll be greatly pleased by the results. 














































For the Athletic Girl 
of Today 


ey 






















At left:is shown the Bal 
cut toe in which this fine 
shoe is also furnished. 
Note the tailored look, the 
*beautiful finish and the 
sturdy construction of this 
outstanding tennis shoe. 






Servus Also Makes a Complete 
Line of Sport Shoes for Men 


No matter the need or the market — there is a “SERVUS” 
made sport shoe to fit every foot and every purse, and each 
model, pattern, style and type is built to meet and beat competi- 
tion and give the dealer his just reward in profit. 








Servus Merchandising Books 
Free to Dealers 










Just off the press — these beautifully illustrated 
books give you complete information about the 
““Servus Line of Sport Shoes” and the “Servus Line 
of Rubber Footwear.” We want you to have them 
FREE. Write today. A brief request on your letter- 
head will do. 











The Servus Rubber Company. Rock Island, Illinois, U. S. A. 
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The WIODERN HEEL 
com pleles the shoe 


[N THESE days of costume coordination, footwear 

plays a very significant part in the “ensemble’’. It 
becomes essential to match the shoe to the costume —the 
heel height and silhouette become important style factors. 
Although Cuban and low Louis heels have the call for 
informal daytime wear, the formal costume demands the 
higher heel. Models, impracticable to duplicate by other 
methods, are accurately reproduced by Mears, for ex- 
clusive machinery enables Mears to reproduce with me- 
chanical precision all heel models. The graceful lines and 
curves that give the model individuality are faithfully re- 


tained; the inaccuracies of hand methods are eliminated. 


Women prefer Wood Heels because they 
are lighter and have graceful lines. 


FRED W. MEARS HEEL COMPANY  1nc. 
AUBURN, ME. - COLUMBUS, O. - ST. LOUIS, MO. - AUBURN, N. Y. 
Associated Companies 


Conway Wood Heel Company, Conway, N. H. 
Merrimack Wood Heel Company, Salem Depot, N.H. 


Lf 
EELS 


EEE LLIN OS 
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Bows, 


Vv 


A summer 
season of 
ornamented 
footwear Is 

a season of 
extra profit 
for merchants 


a 


a spite of the fact that bows 
have been selling for months and re-orders are con- 
stantly being placed, the bow business has by no 
means reached its peak. 

Retailers who stocked bows as early as February 
in small lots find that a considerable business can be 
done by changing the types and character of the 
expression and also by show-case appeal in the main 
aisle. 

The possibilities of color combinations are very 
far reaching and salesmen in the shoe department 
should be shown by the buyer the way to sell the va- 
rious types of bows and the advantage of plain and 
color combinations. Buckles also are extra money for 
the retailer and if properly displayed will bring up 
the season’s sales to a remarkable degree. 

Accessories will not just walk out of the store. They 
must be exploited in a fitting background, featured in 
advertising and, most important, the salesmen must 
believe in them and develop an enthusiastic sales talk 
in order to sell the customer. 

Selling the customer is talked of continually but 
how many of us make a serious business of selling 
the salesmen? And yet, in the selling of shoe store 
accessories the retail salesman plays the most im- 
portant role. Customers, as a rule, think of shoe 
stores only in connection with shoes. Most shoe 
stores that have developed a really worth-while busi- 


32 


Ornaments 

in great profusion 
to grace the season s 
smartest shoe modes 


ness on such merchandise as bows, buckles and shoe 
ornaments have accomplished it largely through sug- 
gestive selling. . 

Footwear accessories can be made to serve a double 
purpose in the shoe store. They earn an extra profit 
for the store and they also help the salesman to sell 
more shoes. A plain pump or strap that might make 
only an indifferent impression upon the customer if 
shown merely as a shoe will often register favorably 
with an attractive buckle, bow or ornament. Such 
ornaments serve to multiply the sales possibilities of 
every plain shoe in stock, for the shoe presents an 
altogether different appeal to the customer when the 
ornament is changed. 

With summer coming on, the shoe merchant should 
give careful attention to those kinds of accessories 
that will help to sell summer shoes. Many of these 
will be found in the world of sport. Sport stockings 
and sport socks, suitable for week end and spectator 
sports should be bought with the thought of color 
combinations of smart toggery. Brown coats for men 
with grey golfing trousers are being exploited here 
and abroad and again the brown trouser with the grey 
coat. Consequently grey brown sports hose may be 
exploited as a fashionable accessory with the accom- 
panying copy, telling of the economic buying value 
of grey brown golf hose. This being a sure season 
for accessories, why not make the most of it? 
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No. 4607 
WHITE FAWN CLOTH 
PUMP 


White Kid Tip and Fox 
Baby Louis Heel 
Goodyear Welt 

AAA—S5 to 9, AA—4% to 9, 

A—4 to 9, B—3 to 9, 
C—2% to 9. 








No. 4637 


WHITE BRAZIL KID 
ONE: STRAP 
Button Cover 

Baby Louis Heel 
Goodyear Welt 
AA—4% to 9. A—4 to 9, 
B—3 to 9, C-D—2% to 9. 









No. 4608 


WHITE FAWN CLOTH 
THREE EYE TIE 


White Kid Foxing, Tip and 
Saddle 
14/8 covered heel 
Goodyear Welt 


AA—4% to 9, A—m4 to 9 
B—3 to 9, C-D—2™% to 9. 





THESE THREE 
NATURAL 
BRIDGE 
STYLES 


are typical of nearly 
two hundred timely, 
highly saleable pat- 
terns which are car- 
ried in stock in 
widths AAAA to 
EEEE for men, 
women and children. 


* * * 





Natural _ Bridge 
Shoes are stocked in 
394 sizes. 


* * * 


Every Natural 
Bridge Shoe is 
backed: by a com- 
plete program of 
dealer co-operation 
which includes na- 
tional consumer ad- 
vertising, merchan- 
dising advice, 
display materials of 
all kinds, and news- 
paper mat services. 


* * * 


NATURAL 
BRIDGE 
SHOES 


retail as follows 


WOMEN’S 
85 to 86 


MEN’S 
85 to 86 


JUNIORS’ 
83 to 84 


Natural Bridge Sales- 
men are now cover- 
ing the entire coun- 
try. 

A wire or letter will 
summon one to ex- 
plain the 


Natural Bridge 
Ageney Plan 








NATURAL 
BRIDGE 
PLUS 
VALUE 


Exclusive of all other considerations, 
the intrinsic merit of Natural Bridge 
Shoes recommends them to every 
alert shoe merchant. 






They are made of selected materials 
with national reputations. They are 
made by shoemakers expert for years 
in producing unusual popular-priced 
footwear. They are intelligently styled 
to meet popular demand. They are 
serviced from strategically located 
stock centers operating on the highest 
efficiency. They are priced to retail 
from three to six dollars—the popu- 
lar range of prices. 


Unassisted they offer better than aver- 
age profit possibilities. Add the sales 
impetus of consumer advertising and 
the effects of a broad dealer coopera- 
tion plan and results are certain. 






NATURAL BRIDGE SHOEMAKERS 


DIVISION OF CRADDOCK-TERRY Co. 


LYNCHBURG 


VIRGINIA 
* 


New England Distributors—MclIntosh Co., Springfield, Mass. 
Pacific Coast Branches 
CRADDOCK-TERRY COMPANY 
San Francisco, Cal. Portland, Ore. 

New York Office—Marbridge Building 
Chicago Office—Republic Building 






















The big attraction 


Dr. Scholl’s Foot Comfort Week—June 13th to 20th 


Le QA 





With complete national Radio hook- 
up, strong representation in every 
leading magazine and newspaper pub- 
lished, topped by a powerful new win- 
dow display—the results you will get 
from your tie-up to FOOT COMFORT 
WEEK this year should exceed by far 
the best you ever had from it! Check 
up on your stock and order at once 
for an extra demand which you are 


bound to have! 


Here Is a Brief Resume of Our 
Foot Comfort Week Program! 


A full page advertisement in THE SATUR- 
DAY EVENING POST, June 13th issue 
and a full page in the LADIES’ HOME 
JOURNAL for June, and practically every 
leading magazine and newspaper in the 
United States and Canada will also carry 
substantial space on Dr. Scholl’s Foot Com- 
fort Appliances and Remedies! 


RADIO broadcasts blanketing the country 
from Coast to Coast over National Broad- 
casting Company’s BLUE Network (Station 
WJZ) on Tuesdays, 7:45 P.M. Eastern Day- 
light Saving Time, also the RED Network 








THE SCHOLL MFG. CO., Inc., 213 W. Schiller St.. Chicago— 
62 W. 14th St., New York—112 Adelaide St., E. Toronto 


Please forward at once, prepaid, complete Window —— Material 


and Newspaper ads for DR. SCHOLL’S FOOT COMFORT WEEK. 
EN Saiel SRN SARIN ce Saniscnsainvesnsyanionsesovoesicseasssnsssspecsitipssesés 
Pa ili PL 50s 585 cencs cc nonsih vonssbcistnplenbcndecsasiscies erases 
CITY sia ig: 8 











(Station WEAF) on Thursdays, 2:45 P. M. 
Eastern Daylight Saving Time. TWICE 
during FOOT COMFORT WEEK Dr. Scholl 
himself will address the nation on“ PROPER 
CARE OF THE FEET”. Listen in! 


Through this combined effort of Radio, 
Magazines and Newspapers, Dr. Scholl’s 
messages on Foot Comfort will be 
heard and read in virtually EVERY 
home in your town and vicinity! Plan 
to spot your store as HEADQUAR- 
TERS for Dr. Scholl’s Appliances and 
Remedies NOW and during FOOT x 
COMFORT WEEK. Mail coupon for F* | 
Window Display material AT ONCE! xg 


aad ar Pe er % 


QUICK RELIEF | 
for all FOOT TROUBLES! 


i ee fs DR. SCHOLLS FOOT Mares everswhere are devoting 

> ROOMPOWT WEEK tbe tine ot theie time sand freditics thin week, in 

agen by Drug, Shae and Departacat aiding progle with fo tevatdhes, aed 
ewes Sor curbing foot tronebden’ tememetrating Ur, Srlwill’s Mh 
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Reproduction of Full Page for Foot Comfort Week 
in June 13th issue Saturday Evening Post. 
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The Magnet that 
pulls business for 








3 Foot Aches 
ond Pains 














Striking window material will be provided to enable you to present 
a powerful display for Foot Comfort Week. 
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- | FOOT COMFORT- ) 




















The sweeping power of Dr. Scholl’s 
advertising and broadcasts on Foot 
Comfort Week this year should draw 
the business to your store like a magnet 


—and it WILL IF YOU TIE UP TOIT! 







a vital “Beauty factor | 


YOU CANT 

STAY YOUNG 
WITHOUT IT- 
tert patie et 
dh rT 





Dr Scholls fit for the Fe 


ef 


fe 


Reproduction of Full Page advertisement for Foot 
Comfort Week, in June Ladies’ Home Journal. 
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Fashioned for 


The place of golf in sports for women has 

increased to the point where every store 

everywhere can profitably carry a year- 
around line 


the Fairway 


By 
MADAME HAMILTON JEFFRIES 


Sishing, fresh air and a good 


game of golf sound the keynote of summer and 
fall sport shoe selling in 1931. It promises to 


be a big year for golf.and sports of all kinds. © 


That means spectator shoes as well as those in- 
tended for active sports participation. 

Now, perhaps, more than at any other time, 
the public feels the need of relaxation and a 
change from the ragged nerves that come from 
business worries. Because of budget vacations, 
lack of extra travel money and the new time 
schedules in business offices, sports life has a 
new urge and a renewed selling appeal to the 
public. 

Private and public golf links are now avail- 
able at short distances from town and equipment 
is easier to buy and much more moderately 
priced. Hence the season of golf this year is 
significant of a new out-of-door spirit. 


ies merchants, realizing the 
importance of a moderately priced golf shoe, 
have created some outstanding sport footwear 
in golf types. Two-toned elk, calf, beige and 
white combinations, white buck and chocolate 
brown and the deep red and dark blue all over 


calf in Prince of Wales types are the outstand- . 


ing numbers for advance selling. With these 
shoes are worn various combinations of smart 
hose. 

The dark brown net in thirty-inch lengths 
with the white net socks worn over them as 
contrast present an entirely new theme for smart 
dressing on the links and is worn with the 
brown and white golf shoe. 

Every store could awaken a hosiery conscious- 
ness by exploiting in. its sports wear ads, the 
theme of the moment in smart golf toggery. 


This type of two feature ad makes new custom- 


ers out of-strangers and new and active ac- 
counts out of ones that have long been forgotten. 
Sub-deb and junior types are featuring day- 


time shoes that are built on the theme of golf 


footwear. Alligator and soft pelican calf prints 
and the revival of gazelle calf for these semi- 
active types are forecast. 
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Lito 


refinement 
in turn shoes 


The type of light, airy footwear that 
appeals to your trade with the extreme 
flexibility only experienced turn shoe 
makers can create. 

To the light-edged nine iron soles with 
rigid steel shanks and flexible forepart 
—add the skilled workmanship that 
characterizes Ault-Williamson products 
and you have a wonderful proposition 
for profitable merchandising. 

Twenty styles stocked in wanted sizes 
and widths. 


* in 
—Built over Coordinated the 
Lasts and Patterns. Every 
size and width a_ perfect 
model. 


* 
—Unequalled in their grades Retail Field 
for quality and lightness of 
appearance combined with 
comfort. 
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* 


—Most styles retail profit- 
ably at $6. 
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No. 552-6—White Kid 
Step-in Pump; 16/8 
Continental Heel; White 
Kid and White Lizard 
Calf Combination Bow; 
Instock AAA, 
B, C at Auburn and 
Saint Louis, Mo. Price 
$3.85. 


—Stocked in wanted sizes 
and widths at Auburn, 
Maine, and 416 N. 12th 
Street, St. Louis, Mo. 


* 


—Manufactured by Ault- 
Williamson Shoe Company, 
Turn shoe specialists for 
sixteen years. 


* 
























No. 552—Black Ruby 
Kid Step-in Pump; 16/8 
Continental Heel; Black 
Kid and Ring Lizard 
Calf Combination Bow— 
Instock AAA, AA, A, 
B, C at Auburn, Maine 
and St. Louis, Mo. 
Price $3.60. 






















Manufactured Exclusively by 


Ault-Williamson Shoe Company 


ST. LOUIS, MO., 416 North 12th St. AUBURN, ME. 
(In-stock Dept.) (Factory and In-stock Dept.) 


\ (a eS 
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Spectator Sport Shoes Lead 


Consensus of Opinion of Merchants 
in Several Cities Where Season Is Advanced 


4 

: Veranda or spectator sport 
types are leading the fashion footwear parade,” wires 
Melville Kaufman from San Francisco in his fore- - 
cast of shoe style trends for the coming next six , 


weeks’ selling. He is supported in this statement by 
many merchants in other parts of the country which 
are blessed with an early spring. 

All indications point to a wide sale of fabric shoes. 











WIRE FROM 
PHOENIX 


‘The Boston Store 


PITTSBURGH 
C. A. Verner 


RALEIGH 


Roscoe Griffin 


MINNEAPOLIS 
C. M. Stendal 


WASHINGTON 
D. C. 


The Hecht Co. 


SAN FRANCISCO 


Sommers & Kaufman 


KANSAS CITY 
Robinson Shoe Co. 


BOISE 
‘The Mode, Ltd. 


TOPEKA 
Vayne Shoe Co. 





COLORS 


White. 
Sea Sand. 


White and colored lin- 
ens best. 


Whites not showing 
much life, except in 
linens. 

Black and white. 
Browns and white are 
very strong. 


Cannot remember 
whites selling so early 
as this season. Look 
forward to a tremen- 
dous white season. 
White and Brown out- 
selling white and black 
at present. 


Black, Brown and 
Blue kid lead in order 
named. 


White and Natural 
leading. Preference 
for white as season 
advances. White with 
black and tan trim 
selling best in the 
cheaper shoes. 


Black kid 
Colored kids .... 
Fabric 
Miscellaneous 


0. One 





MATERIALS 


The demand starts out in linens, 
then white kid and sea sand. 
Two tone black and white per- 
forated vamps. 


Black and white. 
Brown and white, sport types 
second. 


Linens in pastel shades and 
whites are good. 


Sea sand straps, pumps and 
ties. 

Second linen straps and pumps, 
then beige kid ties. Black and 


white sport oxfords. 


Black kid best seller right now. 
Opera pumps in patent only are 
good. Few blue kid and parch- 
ment. White buck moving early 
especially in spectator types. 
White and natural in linen and 
Suva cloth are good and will 
get better as the weather gets 
warmer. 


Linen both white and natural, 
principally untrimmed, and 
white buck, both tan and black 
trimmed, principally in Cuban 
heel, pump types are the most 
popular. They are followed by 
4-hole oxfords and then by a 
small percentage in Louis heels. 
Boxwood heel, open shanks 
sandal types in colored Morocco 
as well as calk are also good. 


Linens big for the next 6 weeks, 
with Suva cloth even bigger. 


Linens in white and natural 
colors, also white buckskin 
trimmed in black and brown. 
Little demand for white kid. 


PATTERNS 


Pumps and ties in 
dress. Big demand 
for Sunray sandals in 
colors. It gets warm 
out here. 


Pumps are leading. 
15/8 heels are very 
good. 


There is a growing 
demand for patent 
leather sandal types in 
the high heel variety. 
Java ring lizard is the 
most popular reptile 
material. 


Sports footwear in 
ties and pumps popu- 
lar. 


Pumps and sandal ef- 
fects strong. 








PRICES 
Volume at $8 to $10. 


Best selling prices 


$12.50 and $7.50. 


Trend around $6 and 
$10 and $12.50 shoes 


slow. 


Trend about $2.00 be- 
low last year on the 
better grades. 


Prices are softening, 
with a lessening de- 
mand for $16.50 and 
up shoes and a grow- 
ing call for $10 and 
down. 


Demand for lower 
priced merchandise 
will be even more 
marked this Fall than 
now. 


Trend is for more 
popular priced foot- 
wear. 


$6.50 strong price for 
style shoes. 
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fuardians 
FOOT HEALTH. 















More Pied Piper Juniors were made and sold in 
1930 than in any preceding year—because Pied 
Piper Juniors are better. A last famous for 
fit—patterns renowned for snug, comfortable 
support—patented construction* that provides 
positively exclusive, invaluable health and ~ NS Fas 
comfort features. > 


Fully protected exclusive 
dealer prop iti — Write 
for details. 





One Button Strap One Button Sandals 
Sizes 2 to 6, C-D, $1.55 Sizes 2% to 6, C-D, 
9400 Patent Leather $1.50 
9790 White Kid 8450 White Kid 
8470 Patent 


Blucher Shoes 8480 Smoke Elk 


Sizes 2 to 6, B-C-D-E, 
$1.65 Blucher Oxfords 


7470 White Elk 
9630 Tan Elk 
9710 Tan Kid 
9730 White Kid 
9750 Patent 
9770 Smoke Blk 


Sizes 2 to 6, B-C-D, 
$1.55 

9550 White Kid 

9560 Dark Smoke Elk 

9570 Patent 

9590 Smoke Elk 


9810 Dark Smoke Elk 9610 Tan Elk 


M@iathon Shoe Co; 


WAUSAU, WISCONSIN 








*Genuine Goodyear Welts 
Plus—No filler to stiffen 
the bottom—Two full, 
firm, flexible, permanently 
smooth soles—no wrinkled 
linings — Double-fastened 
upper—Patented Improve- 
ments not available in any 
other shoes at any price. 


DIED DIDE 


"THE WORLDS GREATEST CHILDRENS HEALTH SHOES” 
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men TALK 


ABOUT IT! 


Here is a heel that is 
RIGHT! 
® 
Increase the eye-appeal and 
utility of your shoes with (GAC 
Cushion Rubber Heels. Their 
cored construction preserves 
the shoe in its original lasted 


shape longer. 


v 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Listen 


TO THE VOICE OF 


ON THE AIR 
Every 
Friday Evening 














> A POWERFUL 
” SALES TIE-UP! 


7 eae. there is something NEW under the 
; sun! Something NEW in the way of sale 
stimulation, sales tie-up and—what’s more impor- 
tant—Actual cash in the till SALES. 

If there’s something going on that actually re- 
sults in SALES you want to know about it. Don’t 

ou? 
’ Well sir, it all starts with a radio program that 
is thrilling the hearts of America. It’s a Wild West 
revival that a youngster won’t miss and dads and 
mothers can’t escape. It’s the RED GOOSE AD- 
VENTURES, an Indian thriller that makes it easy 
to want RED GOOSE SHOES. 

Red Goose Radio window cards and streamers 
are ready for your windows. Free mats for news- 
paper ads featuring Red Goose Shoes, and tying in 
with the radio program, are ready to work for you 
as they are already working for others. 

Make your store the Sign of the Red Goose to 
every boy and girl, dad and mother, who follows 
this young Indian brave through exciting adven- 
tures. Here’s a harvest of sales for you. Write at 
once for free Red Goose dealer helps and adver- 
tising material—or complete proposition. 














LIST OF RADIO 
STATIONS 


Birmingham 

Buffalo 

Charlotte.... 
Chattanooga.. 

Chicago 

Cincinnati 

Columbus... .cccccccee ° 


Eau Claire 
Fort Wayne . 
Houston 
Indianapolis. 
Kansas City 
Knoxville 


Milwaukee .......... * WI 
Minneapolis-St. Paul... 
Nashville 

New Orleans .. 


Oklahoma City ....... ..KFJ 
Omaha-Council Bluffs , . 
Orlando J 
Philadelphia 


Salt Lake City. 
San Francisco . 
Savannah 


Waterloo. 
Wichita. 


Youngstown 


Station KLRA, Little Rock, 
will start to broadcast June 19. 











RED GOOSE SHOES 


“half the fun of having feet” 


FRIEDMAN-SHELBY 
BRANCH 
INTERNATIONAL SHOE CO., ST. LOUIS, MO. 
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dont miss this one... 


combining 


VELVETTA SUEDE CALF S$49" 
Russia GLACE CALF S43? 


Fall’s smartest street combination—suede and glace calf. 
Next to EBONY VELVETTA SUEDE CALF, Prado Brown will 
bring the business. 


The color is right, the leathers are beautiful and appealing, the 
combination is fashionable. Feature these two leathers for 
your smart autumn trade—with handbags to match. 


HUNT-RANKIN LEATHER COMPANY 


106 Beach Street Boston, Massachusetts 


Velvella 


SUEDE CALF 
will nol crock or smul 
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New i 5 a 


new patterns, 





new Aesions, 






new fo om 
Bi a 7 ia anevele wail 


deb aiid younger sel lypes 














Salesmen are now in the field with the new Wn. B, 
Johnson Shoe Co.’s new line of specialized types in 
sub-deb sport and younger set patterns. You will recog- 
nize it as the one complete and comprehensive assort- 






ment of these types offered. 






You will see striking pattern designs for street and 





campus wear... . practical ideas...new thoughts... 






shoes that express the event and reflect the college spirit... 






at modest prices. And in all of this you will see very 






definite sales and merchandising possibilities. 
























LC 


Manufacturers » DIXON, ILLINOIS 
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Why argue with a customer? 
Why not give him Keds! 


T is simpler, less troublesome and more profitable for you to give your 
customers what they ask for. And more of your customers ask for Keds 

by name than any other shoe. In 1931 even more of your customers will call for 
Keds for the advertising and merchandising plans on the Keds line will be bigger and 
better than ever before. Look at the Keds selling program: 
1. Keds advertising in the comic sheets. What youngster could resist it! A forceful campaign, nation wide 
in scope brings millions of Keds messages to the users of Keds and their parents! 
2. Keds advertising in boys and girls publications—intensive development of this rich Keds market—Keds 
advertising in the youngsters own magazines. 


3. Keds radio ... dealers everywhere have asked for it. Here it is. Keds are on the air. The Keds music, 
the Keds fun and the Keds story will attract tremendous attention ... and sell Keds for you. 


4. Keds Saturday Evening Post advertising. ... Once more the strong selling messages of Keds will impress 
the millions of readers of this great weekly. 


5. Keds Wire Haired Fox Terrier Contest. ...The Keds Dog Contest is with us again for 1931, bigger and 
more popular than ever before. . . . Dealers everywhere will profit by this nationwide prize contest for 
youngsters. 


6. Keds Local Contests. . .. Three of them, never better, more interesting. Your own Keds Contest in your 
own store. Each one of them tried, tested proven sales and profit builders. 


7. Keds Window Displays. ... The Keds “Gang” display and the Keds DeLuxe display are back in the Keds 
sales program again. Countless dealers have asked for them! Need we say more! 


8. Keds dealer helps:—the best we have ever produced. ... The Keds handbook of sports and games; the 
Keds sale booklet “Your Five Ways to Sell”; the Keds electro and mat service; known, appreciated, used by 
dealers everywhere. 


9. Keds souvenirs ... plenty of them, simple, easy to handle, effective, and they all sell Keds. 
10. The exceptional service facilities and resources of the United States Rubber Company. 





THE 1931 KEDS WIRE HAIRED FOX TERRIER CONTEST 


a 
qj ia) Deep down in the hearts of millions of for 1931. Ask the Keds salesman about 
youngsters there’s a genuine love for dogs! this great nationwide contest and what it 
We say this because we asked the young- can do for you. 
sters what they would like most of all to 


win as a prize. Almost without exception, Last year’s contest was a great success, 
they said, “Give us Dogs!” this year’s promises to be even greater. 


So dogs, lots of them, are the prizes in Ask the Keds salesman about it, he will be 
the Keds Wire Haired Fox Terrier Contest glad to tell you. 











gers. 
) Rubber Company 






There is no substitute for Keds if you are thinking in terms of profits 
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FEAR IS CONTAGIOUS 


...SO 1S CONFIDENCE! 


You can’t fool your customers. If you lack faith 
in the service you are offering, if you are con- 
scious that your stocks are insufficient and your 
sizes are incomplete—your customers will soon 
realize it. 

If you are doubtful of the value of your prod- 
uct and start price cutting, the public will soon 
sense the reason. 

In selling Matrix Shoes you should be free 
from all such doubts and uncertainties. Matrix 
Shoes are made by a firm with 66 years of sub- 
stantial background—a reliable resource. 


In Matrix you are selling a nationally known 


product with an exclusive feature of proved merit. 

And due to the large size and experienced judg- 
ment of our Stock Department you are assured 
of the high rate of turnover so essential to profits 
under present conditions. 

Every year brings wonderful reports of success 
from those who have kept faith with their custom- 
ers by giving them proper fitting service and an ade’ 
quate selection of the recommended Matrix styles. 

The courageous are still prospering and doing 
good business if they have maintained their stand- 
ards and dealt fairly with their customers. 


The confidence of such men is contagious! 


E. P. Reed & Company Maintain Quality Standards in All Their Lines: 
SPORTVIEW SHOES ...VARSITY GOLF OXFORDS ...HANDCRAFT SPORTVIEW 











AND 





“YOUR FOOTPRINT IN LEATHER” 


E. P. REED & CO., ROCHESTER, N. Y. 


New York Style Studio: Marbridge Bldg. (Broadway at 34th St.) Philadelphia Office: Denckla Bldg. Chicago Office: 1729 Republic Bldg. 


Tue Herwoop Boot anp SHoz Company of Worcester, Mass., has — 
licensed to manufacture Matrix Shoes for Men. 
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A shoe fabric, new in texture, which makes 
possible footwear of extraordinary beauty 
and serviceability. Made by William 
Skinner & Sons, manufacturers of 


Skinner’s Shoe Satin 


Skinner’s Shoe Crepe 
Skinner’s Shoe Faille 
Skinner’s Shoe Moire 


Your shoe manufacturer will gladly show 
you examples of his finest workmanship 


in the interesting and unusual fabric, Ville. 


In Black and White. The Whites are per- 
fectly dyeable. 


WILLIAM SKINNER & SONS—Established 1848 
43, 45, 47 E. 17th Street, New York City 
Chicago Boston Philadelphia San Francisco 


Foreign Agents in 
Northampton, England Melbourne, Australia 
Montreal, Canada Christchurch, New Zealand 
Havana, Cuba Mexico City, Mexico 
Buenos Aires, Argentina 


Also Agents for Central and South America 


FOR THE NAME IN THE SELVAGE” 
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C.HALDEN 
Aa 


INGTON, M 


The oxford illustrated above 
is made over our new WIN- 
GATE LAST, which is in 
keeping with the present 


vogue in smart shoes. 


CH: 
ALDEN 
COMPANY 


Sd 


DESIGNERS & MAKERS 
OF MEN’S FINE SHOES 


ABINGTON 
“MASS: 
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SUNSHINE SANDALS 


eae ‘ 
Weert 4 


IN 
STOCK 
FOR 


IMMEDIATE 
DELIVERY 


TO 
RETAIL 


a ee / “i 
FOR : I ' 
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STREET and SPORTWEAR 


ARE IN 
DEMAND 


Tan with Basque Stripes. 
Copenhagen Blue with White Stripes. 
Apple Green with White Stripes. 
Quality Fabric—Crepe Sole—Wedge Heel— 
C Wide—3 to 8—Half Sizes. 
Also Flexible Leather Sole McKay with 
16/8 Covered Cuban Heel to Retail at 2.95 


GOLO SLIPPER COMPANY 


129 DUANE STREET NEW YORK CITY 
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NATIONAL NEWS 


» HOW’S BUSINESS? ¢ 


Sales Increase 


Cuicaco—Shaking off the adverse 
effects of the protracted spell of cold, 
rainy weather, Chicago retail shoe 
merchants transacted a steady volume 
of business last week. 

“It is one of the most diversified 
years in the shoe business,” asserts Mr. 
Ruby of Alfred J. Ruby, Inc. “Any- 
thing will sell if it’s any good at all,” 
he went on. “Business with us is not 
as large as it should be; but why com- 
plain, many others that I know, who 
have cut prices too much, are out of 
business now and don’t know it. They’! 
soon wake up.” 

As this official says, everything in 
their line is selling about equally well. 

Over at the Wolock & Bauer Salon, 
Herman Kohn, the manager, says: 
“Absolutely nothing is really outstand- 
ing at the present time. We are hold- 
ing our own as always, and business 
is about the same as last year for the 
same period.” 

Blues and patent are a trifle better 
than others, but the difference is so 
slight as to hardly warrant mention, 
according to this executive, and ties are 
barely outselling. straps and pumps. 

Al Buehler, new manager in charge 
of the Hanan & Son Madison and 
Wabash store, finds that business is 
“just fair.” 

“However,” he added. “I believe 
that we will see a real pick-up in the 
fall. With the summer season prac- 
tically six short weeks away, I feel 
that it is illogical to expect any great 
change before then.” 

“We have sold few strictly summer 
shoes, as yet,” Mr. Buehler went on. 
“In my opinion it is an extremely poor 
policy to force summer footwear on the 
public at present. It only means that 
they will take the cream of your stock 
and leave you little to supply any rush 
that occurs when the weather warms 
up a little.” 

According to this manager, Hanan & 
Son are selling quite a few matt kid. 
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SATURDAY, MAY 23, 1931 











EVERY WEEK 











In the models and styles, ties rank first 
and straps second, although the former 
lead by but a small margin. 





Production Gains 


MILWAUKEE, WIs.—Shoe production 
at Milwaukee plants so far during 1931 
is holding up reasonably well and in 
certain quarters is showing a definite 
upward trend. The greater number 
of manufacturers are running near to 
capacity and several report business 
during the first four months of the 
year ahead of 1930. Here is what H. 
L. Nunn, president of Nunn, Bush and 
Weldon Shoe Co. has to say: 

“We have been operating at capacity 
since late in March. There is a more 
popular demand for ten shades in the 
men’s line, while our sport and golf 
shoe divisions are enjoying a good sea- 
son at present.” 

C. D. Ortgiesen, president of the 








DRESSED FOR WORK 











Girls employed in the shoe factory of 

Colella & Leighton, Lynn, Mass., have 

adopted gaily colored pajamas as their 
regulation working garb 
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Ideal Shoe Manufacturing Co., also re- 


ports an increase in business. He says: 

“Bookings for fall delivery to date 
show a gain over last year. There has 
been a consistent improvement in the 
business of late that is expected to be 
maintained during the summer months. 
Our production is now 5000 pairs a 
day produced by 550 employees.” 

E. C. Huth, vice-president of the 
Huth and James Shoe Manufacturing 
Co., said: 

“Since Jan. 1 our business has shown 
a gain over 1930. We are producing 
3000 pairs a day with operations on a 
five and a half day week basis. There 
are 550 workers employed at present.” 


>» WHAT’S SELLING? q 


Whites for Summer 

RocHESTER, N. Y.—Facing what ap- 
pears to be a big season in white 
shoes, Rochester and nearby manufac- 
turers last week were devoting most 
of their time to samples. 

George Wilkins, assistant manager 
for the United Shoe Machinery Cor- 
poration in Rochester, estimated, after 
a look at the situation, that factories, 
big and little, are averaging about 70 
per cent. Downstate factories have 
slowed off a little. Some of the bigger 
Rochester plants are doing well. 

George Burrows, vice-president of 
the Sherwood Shoe Company, predicted 
a brisk season despite the slump. His 
company has been going well in all 
lines, he said. Salesmen went on the 
road last week after a conference in 
Rochester. 

H. H. Minor, president of P. W. 
Minor & Son of Batavia, found things 
progressing well after his return from 
Florida. Orders were satisfactory, con- 
sidering the general lull in the trade. 








Tennis Shoes 


NEw ORLEANS—Retailers who do not 
exploit tennis shoes in these times are 
missing a golden opportunity. to in- 
crease their sales, Thomas G. Duhon, 












president and treasurer of Duhon, 
Berry and Vinton, wholesalers, told the 
representative of the Boor AND SHOE 
Recorper. Mr. Duhon has been in the 
shoe business 30 years and his firm’s 
trading territory is Louisiana and Miss- 
issippi. 

“There are substantial tennis shoes 
to be had now at lowest prices in 
years,” he said. “It is easy to calcu- 
late what an enterprising dealer could 
do with these shoes in large numbers 
through intelligent exploitation. They 
are being sold in considerable quantity 
to persons who can not afford, due to 
the depression to buy leather shoes. 
With the proper promotion, they could 
be moved in great numbers. We could 
sell many more now if we could get 
them from the factory.” 

In all Mr. Duhon’s experience, he 
stated, he had never known such a 
heavy demand for low-priced rubber 
and canvas shoes as his firm has met 
this spring. 


Sport Shoes and Sandals 


Colorful sport shoes and beach san- 
dals are brightening the windows of 
New York shops and retailers are ex- 
pecting a good season on this type of 
footwear. Beach sandals particularly 
are very popular, and one Fifth Ave- 
nue specialty shop states that by far 
the the larger part of its shoe business 
is being done on these sandals, selling 
at $2.95. These are shown in striking 
color combinations with crepe and 
gristle soles. Openwork linen shoes in 
pastel shades are also attracting atten- 
tion, as well as sport shoes in the ever 
popular black and whites and brown 
and whites. 

Delman shows a new beach sandal in 
blue and white checked gingham, the 
popular fabric at this house. Delman 


also shows a line of summery footwear 
in blue, yellow, red and green linens, 
and a featherweight golf oxford in tan 
calf or white buckskin. 


Black and White 


Des MoINnEs, IowA—Black and white 
pumps and one-straps now make their 
appearance in volume sales in Des 
Moines, according to O. O. McKim, 
manager of the Panaor shoe store at 
Eighth and Locust Streets. The prev- 
alence of white has already been noted 
and the early demand, combined with a 
special courtesy program put into effect 
in this store, Mr. McKim believes re- 
sponsible for an advance in business 
these last few weeks as compared with 
the same period a year ago. Oxfords 
also in white have their share of popu- 
larity. 

Lace cloth is featured in white shoes 
in this store, particularly with patent 
and black kid trim. 





Sport Shoes and Straw Hats 


Kansas City, Mo.—Linking up the 
shoe trade with the hat trade is a 
recent jdea of the Kansas City Shoe 








ENSEMBLE FOR FALL 
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can Leathers for Fall at the Hotel Astor 
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GRISETTE, the new marcasite jewel shade for Fall, shown in an accessory ensemble 
at the featured display of Leather Ensembles adjoining the recent Opening of Ameri- 


in New York. The bag is in finely boarded 


calf with dull silver ornament, gloves of marcasite glace with smoked pear! button 

fastening, shoe with tip, fox and perforated stripping in gray-brown opal oxide on 

glace calf base—the combination of Grisette and gray-brown exploiting this new 
interest in gray with brown. 











meeting of the organization, the dis- 
cussion of Sport Shoe Week, to be held 
from May 15 to May 22, occupied the 
greater part of the time. 

“Spike”. Arnold, president of the as- 
sociation and manager of the Bostonian 
Shoe Store for Men, appointed four 
members to call upon men in the hat 
trade, asking them to mention to their 
customers the necessity of buying sport 
shoes at the time they purchase straw 
hats. 

The four are to find out also if the 
hat men will mention the subject of 
sport shoes in their advertisements, if, 
in turn, the shoe dealers will, through 
their ads, suggest that it is time for 
men to buy straw hats. The following 
are those to serve on this committee: 
I. E. Cox, manager of Dr. A. Reed 
Cushion Shoes; Jack Schroeder, man- 
ager of French, Shriner, and Urner 
Shoe Co.; Keith Hemingway, man- 
ager of the shoe department at Roth- 
schild’s; and William Brown, manager 





Retailers’ Association. 


At the May 7 






of Arnold Glove Grip Boot Shop. 
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The results of the conferences be- 
tween members of the Kansas City 
Shoe Retailers’ Association and local 
hatters have not yet been announced. 





Patent Leather in England 


Boston, Mass.—Raymond H. Thayer, 
of Thayer-Foss Company, well known 
tanners with headquarters in Boston, 
and a son of the late Congressman 
Harry I. Thayer, has written an inter- 
esting letter to the New England Shoe 
and Leather Association from London, 
where he is at present established in 
the interest of his firm. 

Since going abroad, several months 
ago, Mr. Thayer has travelled exten- 
sively on the Continent, but has spent 
most of his time in England. He re- 
ports that a greater quantity of patent 
leather has been used in the past few 
years in England than anywhere else, 
although the prices have been very low. 

Mr. Thayer expects to remain in 
England with his family for some time. 
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Official Boy Scout ) 


Two official Boy Scout styles, ideal for Summer Camp wear. Wonder- 
ful values in proved big selling Styles that give the maximum of 
service. Parents and boys will soon assure you that these Scout 
Styles are steady repeaters. Let us help you get started on a more 
profitable Boys’ business today. 





The Boy Scout 
Moccasin Service 


The official Boy Scout brown elk half-bellow tongue moccasin shoe on 
genuine moccasin last with Grocord Sole and Rubber Heel. 
No. 722—Boys’ 1-6, $3.15. No. 721—Little Gents’, 10-1314, $2.65. 
No. 723—Men’s 614-11, $3.75. Same in black elk also. Always ready. 
IN STOCK B C D WIDTHS. 
ALL AMERICAN SHOES FOR ALL AMERICAN BOYS 


| The Boy Scout 
Service Oxford 






Tita, 
ars a 
RO 


with Grocord Sole and Rubber Heel 


No. 914—Boys’ 1-6, $2.75. No. 913—Little Gents’ 10-1314, $2.25. 
No. 915—Men’s 614-11, $3.25. Ask for same style in Scout Moccasin 
High Cut No. 917. 


THE EXCELSIOR SHOE COMPANY 
PORTSMOUTH, OHIO 


Leading Manufacturers of Men’s and Boys’ Fine Shoes 
for Over Forty Years 


The oe Scout brown elk moccasin oxford on genuine moc- 
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HAND TURN 


SLiIPPrPehes 








IN STOCK 








Cash in on the 


SACHS & VIGORITH, Inc. 


CINCINNATI OHIO 






i 5% — 30 Days 


Made of Genuine Kid in Red, Blue, Green, 
Black, Patent, Purple, lined with first quality 
fast color rayon, guaranteed to wear, full 
breasted 13/8 baby Spanish heel, kid bow to 
match, eight iron leather sole, steel shank. 


In stock in A and C widths, sizes 212 to 9. 
Also available in all colors of crepe satin, 
rayon lined, at $2.10. 
















pajama mode 


The modern hostess has taken 







to the new pajama mode with 





a vengeance. Informal teas and 
bridge parties call for the swank 
comfort of chic pajamas. Like- 
wise they call for smart bridge 








slippers. Cash in on this new 





demand. It means extra profits 





and extra pairs. 








30 DUTTENHOFER BLDG. 































To The 
RETAILER 


Reduced about one 
half actual size. 








This Card 
Is Your PROTECTION! 


O great has been the success of Genuine “MARCELLE” that imitative fabrics 
have already been introduced seeking the favor of shoe manufacturers on an 
inferior quality and lower price basis. 











These materials will undoubtedly be offered to you by certain manufacturers who 
are indifferent as to what happens to the shoes after they get in your store. 





In order to protect you from being fooled we are requesting shoe manufacturers 
who use “Marcelle” (and all good manufacturers use “Marcelle”) to insert in 
every carton the leaflet which is illustrated above. 









This leaflet is your protection against returns and complaints from your customers. 
Look for it in every carton. 













String along with “MARCELLE”—the Outstanding Shoe Fabric 
of the year! And make certain that you are using the Genuine 
“MARCELLE”! It is known by the leaflet enclosed in each shoe carton. 


«que DEAUVILLE 


38 West 32nd St., 
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To The 
MANUFACTURER 


Actual reproduction of 
Black ““MARCELLE.” 


Protect Your 
RETAILER—USE “MARCELLE” 


 kowon newspaper and magazine advertising, “MARCELLE” has estab- 
lished a nation-wide reputation in footwear that will make the road to vol- 
ume sales and repeat business on fabric footwear comparatively easy. 


Consequently there are many imitations of “MARCELLE,” all trying to capitalize 
on the Prestige and Success of this outstanding fabric, which was developed only 
after months of research, testing and weaving. 


Retailers are keenly interested in “MARCELLE” and have asked us to help 
them identify it in shoes—so we are issuing to shoe manufacturers identification 
cards illustrated on the opposite page, for enclosure with each pair of 
‘“MARCELLE” shoes. 


Our new Fall colors of Prado Brown, Paddock Green, Navy Blue, Gun Metal, 
Burgundy, and our perfect Jet Black are now in stock. No Fall line will be com- 
plete without a diversified patterned line of “MARCELLE” shoes. This most out- 
standing fabric will create an added volume to your production—order your sam- 
ples NOW! 


IMPORT CORP. -uq@u- 


New York City Me 
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WHERE TO BUY 
Men’s Shoes 


“HIGHEST GRADE ONLY” 


EAST WEYMOUTH,.MASS. U.S.A. 














ln Stock Service RETAIL ‘ 
4 EM.HOYT SHOE CO. 7) 
oes EG Manchester.NH. jf 





“A MAN’S DECISION” 


THE 


Boston—183 Essex Street 


N. Y.—915-917 Marbridge Bldg. Mass. 
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if : ed Sat 
BIO OLDS CO me: BRO ON MASS 





@) ror MEM 
M. A. PACKARDCO., Makers (P) 
BROCKTON 


NETTLETON 


Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 











Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 








Richards & Brennan Co. Randolph, Mass. 














Suedes for Fall 

LYNN, Mass.—Manufacturers here 
are warming up to the next season’s 
program, perhaps a little early, but, as 


every capable and foresighted merchant. 


well knows, preparation is half the 
battle of business. A few orders for 
the next period in footwear fashions 
are already on the books, and the cut- 
ting of them will soon be begun. But, 
of course, the bulk of orders for Sep- 
tember sales won’t be written until 
the July,.style shows come along. 

Season, as applied to feminine shoes, 
is now a misnomer, though it is com- 
monly used, for styles go, not by the 
author of the calendar, but according 
to the dictates of Dame Fashion. 

Suedes, of richest black and deepest 
brown, and some greens are the fore- 
most leathers for the new run of shoes, 
according to both tanners and shoe 
manufacturers. One concern speaks 
strongly of new fabrics for fall, and 
another makes mention of the possibili- 
ties of a dark horse entering the race 
course of fashion. 

Green, blue and red, as well as brown 
patent leather, is coming from the 
japanneries, the larger part to be 
used for bags, belts and novelties, and 
some to be used for the decoration of 
shoes. Black pig as well as_ black 
morocco also are among the materials 
favored by the aforesaid Dame 
Fashion. 


» TRADE DOINGS 4 


Boston Beckons 


BostoN—Every buyer of footwear in 
the United States is cordially invited 
to participate in the interesting three 
days’ program of the Annual Boston 
Shoe and Leather Fair, to be held in 
Hotel Statler, July 7, 8 and 9, the tra- 
ditional “Week After the Fourth.” This 
invitation from the management of the 
Fair is reinforced by an equally hearty 
one in behalf of the city of Boston it- 
self from Mayor James M. Curley. 

Plans for the Fair (and this will be 
its twelfth consecutive year) are well 
underway, and will include most attrac- 
tive hospitality features for the benefit 
of the visiting buyers, although these 
will supplement rather than over- 
shadow the business angle of the ex- 
position. 

Five floors in Hotel Statler have been 
reserved for the Fair, four of these to 
be devoted to sample room exhibits 
by the leading New England manufac- 
turers, with the mezzanine floor de- 
voted to representative exhibits by the 
allied trades. 

An innovation this year will be the 
substitution for the customary Style 
Revue of an educational novelty in 
the form of a Shoe Art Salon, arranged 
by Major Charles T. Cahill, director of 
exhibits. 

Information as to sample rooms, 
booths and other details may be ob- 
tained from Secretary Thomas F. 
Anderson of the New England Shoe 
and Leather Association, 166 Essex 
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Street, Boston, members of this asso- 
ciation being sponsors for the Boston 
Shoe and Leather Fair. 


Elect Vollrath 

Kansas City, Mo.—The Kansas City 
Shoe Retailers’ Association held their 
annual election on May 7. The follow- 
ing officers were elected: President, 
Harry Vollrath, Jr., manager of the 
shoe department at John Taylor’s Dry 
Goods Co.; first vice-president, Addison 
Cox of the Robinson Shoe Store; second 
vice-president, E. V. Becker, manager 
of the Niseley Shoe Co.; secretary and 
treasurer, R. M. Laudon, manager of 
Laird, Schober & Co. 

The board of directors elected to 
serve for the coming year include: W. 
E. Collins, manager of Hanan & Son 
Shoe Store; I. E. Cox, manager of Dr. 
A. Reed Cushion Shoes; J. J. Jaffey, 
manager of the shoe department at 
Harzfeld’s; Keith Hemingway, man- 
ager of the shoe department at Roth- 
schild’s; William Brown, manager of 
Arnold Glove Grip Boot Shop; and 
Jack Schroeder, manager of French, 
Shriner, and Urner Shoe Co. 

The retiring officers are as follows: 
President, “Spike” Arnold, manager of 
the Bostonian Shoe Store for Men; 
vice-president, Addison Cox; and secre- 
tary and treasurer, Harry Vollrath, Jr. 


Plan Convention 

ScHENECTADY, N. Y.—At the annual 
election of the Schenectady Shoe Re- 
tailers’ Association these officers were 
elected: President, Jesse L. Patton, of 
Patton & Hall; vice-president, D. J. 
Horan; treasurer, J. J. Meara; secre- 
tary, L. R. Manheims. Mr. Patton is 
also vice-president of the New York 
State Shoe Retailers Association, which 
will hold its thirteenth annual conven- 
tion at Hotel Van Curler in Schenec- 
tady Sept. 14 and 15 next. For many 
years he served as treasurer. Mr. 
Manheims, who is shoe buyer for Behr 
& Co., and J. H. Millham, buyer of 
footwear for H S. Barney Co., are also 
directors of the State body. ; 

For the purpose of putting on the 
coming convention the following com- 
mittees were named: Program, J. L. 
Patton, J. H. Millham, L. R. Manheims; 
Entertainment, J. J. Meara, J. J. Sulli- 
van, T. Hill, George F. Dwinnell; Wo- 
men’s Entertainment, M. W. Hall, R. R. 
Smart, J. S. Barthe, George Edmonds; 
Press and Publicity, J. H. Millham, Ma- 
son W. Hall, L. R. Manheims, Herbert 
Terry; Auditing, J. L. Patton, D. J. 
Horan, J. W. Mills; Registration, D. J. 
Horan, J. W. Mills, P. Lewandoski. 

It is announced that several new 
and unusual features will be included 
in the program, which will be designed 
to give practical assistance to the aver- 
age independent shoe merchant and to 
help him build both more business and 
better -profits. Shoe merchants. of 
prominence will assist in dramatizing 
these features. They will be assisted 
by members of the shoe traveling fra- 
ternity. 
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 Tunein 


PETERS SHOE PARADE 


.. it will make a fan of you! 


On the air every Thurs- 
day night over the 
Colum bia Broadcasting 
System,9:45E.S.T., 8:45 
C.S.T., 7:45 M.S.T., 
6:45 P.S.T. 


pELERS 
Tris 


Good reasons why more people 
today are asking for Peters Shoes 
than ever before! 

How would you like to put 
these new, peppy, blues-chasing 
headliners of the air to work 


selling shoes for you? You can— 
we’ve made it easy. 

Just display the special win- 
dow card tie-up and the news 
pictorial window stickers. 

Run in your local newspaper, 
over your own signature, the 
special advertisements we have 
prepared for you. 

All this material is free. Write 
for it today. It will focus directly 


on your store, as Peters Shoe 
Headquarters, the full sales pro- 
ducing force of this great radio 
campaign. 

Peters Shoes are ready for 
quick shipment in smart, sea- 
sonable styles. Tie in quickly. 
Write or wire at our expense for 
salesman. 


Lf. 


BRANCH OF 


ST. LOUIS 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 





Boudoir Slippers In Stock 
UNUSUAL VALUES 
Sizes 3 to 
Style 814--Wos. Blk. 
Kid Turns...$1.00 
— ae wees. B 
“gvery Pale urns... 4. 
Guaranteed” i 
See geet Ba tole 
a n Comfort Ballet Sli 
241 No. lith St., Philadelphia, Pa. 














W. S. CHASE & SONS 
HAVERHILL, MASS. 


FINE SLIPPERS 
MEN and BOYS 
HANDTURNED 
$2.00 to $2.85 
Boston Office: 501 Statler Bldg. 





WHERE TO BUY 


Sport Footwear 





“SPORTSTER” 


Official Girl Scout Shoes 
204 Sizes and Widths In-Stock 
A. SANDLER 
154 Lincoln St. 

Boston, Mass. Est. 1889 











WHERE TO BUY 
Shipper Ornaments 


oo | 


err me 





Pompons BOWS ornaments 


of Every Description for 
Boudoir Slippers 
The right merchandise at the right time 
Selid colors in 1 ples on req 


HY-GRADE SLIPPER SUPPLY CO. 
603 Broadway New York City 




















>» ABOUT PEOPLE q 


Shoe Consultant New York—Fol- 
lowing experience 
of two years as 
shoe merchandiser 
for the Hahn De- 
partment Store, B. 
F. Barnett resigns 
as of June 1 and 
plans to open his 
own shoe special- 
ization offices in 
New York. This 
decidedly new un- 
dertaking is keyed 
B. F. Barnett to the ow oe 
chandising _ spirit 

of the fashion market in footwear. 

Mr. Barnett proposes to help the 
buyer through personalized contact 
with New York fashion markets. An- 
other important function of the organ- 
ization will be to work out special ar- 
rangements with manufacturers for 
the benefit of the various stores repre- 
sented by this organization. Particu- 
lar attention and help will be given to 
the buyer by Mr. Barnett personally, 
when he comes to the market to make 
his purchases. 

Mr. Barnett says: “This organiza- 
tion is unique in that it will specialize 
on one of the most difficult problems of 
a store, namely, the shoe department, 
and my work with R. H. Macy & Co. 
and the Hahn Department Stores has 
particularly fitted me for the under- 
taking.” 

His organization will also include a 
stylish and a sales promotion service. 


Lester Reed Improving 

RocHESTeR, N. Y.—Stricken sud- 
denly with an attack of appendicitis, 
Lester Reed, secretary of the E. P. 
Reed Company, Rochester shoe manu- 
facturing concern, was operated on at 
the Rochester General Hospital last 
week. His condition was reported good. 


Edwin H. Peters 

St. Lovuis—Funeral services for 
Edwin H. Peters, a vice-president of 
the International Shoe Co. and general 
manager of the Peters branch of the 
company, were held last Friday at the 
Grace Methodist Episcopal Church, 
Skinker Boulevard and Waterman Ave- 
nue, with burial in Bellefontaine Ceme- 
tery. 

Mr. Peters died on Wednesday, May 
13, of septic meningitis following two 
mastoid operations. He had been in ill 
health for three months. He was 47 
years of age. 

The son of the late Henry W. Peters, 
founder of the Peters Shoe Company, 
he took a job as stock clerk with his 
father’s company at the age of 16, and 
eventually arose to assistant manager. 
On his father’s death in 1928, he be- 
came general manager. He inherited 
approximately $2,000,000 from his 
father’s estate. 

Mr. Peters was educated in the pub- 
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lic schools of St. Louis and at Western 
Military Academy at Alton, Ill. After 
the death of his first wife, Mrs. Stella 
Porter Peters, in 1928, he gave $17,000 
for a chapel to the Christian Church 
of Plattsburg, Ohio, her former home, 
in her memory. He also gave a twenty- 
five bell set of Deagan chimes to the 
Grace Methodist Episcopal Church here 
in memory of her. 

Last November Mr. Peters married 
Mrs. Ida Marie Adams, widow of 
Joseph M. Adams, assistant managing 
editor of the St. Louis Post-Dispatch. 
Besides the widow, he leaves a brother, 
Oliver F. Peters, and a sister, Mrs. 
Ella Peters Lauman, both of St. Louis. 

In addition to his connection with 
the shoe business, Mr. Peters was a 
director of the Mississippi Valley Trust 
Company, a trustee of Grace Methodist 
Episcopal Church and a director of the 
metropolitan board of the Young Men’s 
Christian Association. He was a mem- 
ber of the Algonquin and Sunset Hill 
Country clubs. 


John William Jenkins 

RocHESTER, N. Y.—Death last week 
claimed John Williams Jenkins, 64, for 
many years president of the Jenkins 
Shoe Manufacturing Company of 
Rochester. He had been ill only a short 
time. 

Mr. Jenkins spent the latter years 
of his life in Canandaigua, where he 
went after retiring from business. He 
was born in Lowell, N. Y., Sept. 9, 
1866. He was a thirty-second degree 
Mason and a life member of Monroe 
Commandery, Knights Templar, of 
Rochester. 

He is survived by his wife, a daugh- 
ter, Mrs. Robert L. Himes of Buffalo; 
a son, J. W. Jenkins, of Canandaigua, 
three brothers and three sisters. 


In Memoriam 

“The good that men do lives after 
them.” There are many evidences, from 
time to time, of the truth of this quo- 
tation. Perhaps one of the most re- 
cent is the continuation in another field 
of the activities in making children’s 
feet better that was the life impulse 
of James Edwards, founder and head 
of J. Edwards & Company, of Phila- 
delphia, up to the time of his death, 
two years ago. This has been made 
possible through the generosity and 
sympathetic understanding of her 
brother’s ideals, of Miss Catherine R. 
Edwards. 

Probably no more complete way of 
telling this story can be given than to 
quote the letter from Miss Edwards as 
sent to Dr. Ross V. Patterson, Dean of 
the Jefferson Medical College, one of 
the foremost schools of medicine and 
surgery in the world and located in 
Philadelphia. The letter follows: 
“Dear Doctor Patterson: 

“To memorialize my brother, James 
Edwards, who died April 10, 1929, I 
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hess A Ca Glen Salute 


For Afternoon Shoes, Trimmed with 
Opalescent 


For Street Shoes, in Combination with 


Other Leathers 


At 
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WHERE TO BUY 
Fine Sport Shoes 


ill lel 


San Line—Sportiest of Sport Shoes 


“A mile away you know them” p 


Sun Chasers 


for tennis court and resort wear 












SAN ALAI 

Solid beige or solid white florentine 

cloth with colorful stripes used for 

the lace stays and pointed tippings. 
Catalogue on request. 





Summer-Time 
Hand-Made Sandal 


White Blk Sandal............... $2.60 
Wile BER BNE ..o..cicccccccces 3.00 


(Two Weeks Delivery) 
© L. B. EVANS’ SON CO., Wakefield, Mass. © 
















SUNRAY 
SANDALS 


Retail at 
62.95 per pair 


OLD SEAL SHOE 


722 BROADWAY NEW YORK CITY 

















WHERE TO BUY 


Dancing Sandals 








NU-WAE 


Trade Mark 
The Modern 
Feotmeasure 











Insures a Perfect 
Length Measurement 
of the Foot. 


Graded to Con- 
form to Modern 
Last Measurements. 





Adopted by Leading Retailers. 
PRICE $1-25 


HANK SPECIALTY CO. 
MARBRIDGE BLDG., 47 W. 34 St., N. Y. C. 


Nek 

















of the Jefferson Medical College of 
Philadelphia, the sum of One Hundred 
Thousand Dollars ($100,000) for the 
purpose of establishing in perpetuity 
an Endowment Fund, the income from 
which is to be used for the support of 
the Orthopedic Department of the Jef- 
ferson Medical College. 

“While restricting the use of the in- 
come to the activities included within 
the scope of the Orthopedic Depart- 
ment, it is my wish to give wide lati- 
tude to the Board of Trustees in the 
expenditure of the income so that it 
may be possible to use it for purposes 
such as (1) compensation of instruc- 
tors in the Department, (2) creation of 
teaching and research fellowships from 
time to time, (3) to defer the expense 
of the care of such patients of the 
Orthopedic Department as may be un- 
der treatment in the Jefferson Hos- 
pital and Dispensary, or, (4) to pur- 
chase apparatus and appliances for the 
use of crippled children in care of the 
Orthopedic Department. 

“In making this gift it is my re- 
quest that the acceptance of the same 
by the Board of Trustees of the Jeffer- 
son Medical College shall be upon the 
express condition that they designate 
the Chair of Orthopedic Surgery as 
“The James Edwards Professor of 
Orthopedic Surgery” as a permanent 
memorial to my deceased brother in 
recognition of his great interest in 
children and his generous endeavors to 
promote their welfare during his life- 
time. 

“I will thank you to present this 
communication to the Board of Trus- 
tees for action at its next meeting and 
advise me of the acceptance or rejec- 
tion of the gift as hereinabove men- 
tioned. 

Yours very truly, 

(Signed) Catherine R. Edwards.” 

“The Board of Trustees of the col- 
lege at a meeting held on May 6 form- 
ally accepted the memorial and by so 
doing carried into perpetuity the work 
toward the betterment of children’s 
foot health that was James Edwards’ 
lifetime effort.” 


>» THIS AND THAT 


Need Salesmanship 


NEw YorK—“The present depression 
is in large part the result of faulty 
methods of distribution,” was the com- 
ment made by Kenneth Collins, execu- 
tive vice-president of R. H. Macy & 
Company, Inc., New York, and chair- 
man of the Sales Promotion Division 
of the National Retail Dry Goods As- 
sociation, which is meeting in conjunc- 
tion with the Advertising Federation 
of America, June 14 to 18, in New 
York. 

“We haven’t learned to sell the goods 
we make. There’s plenty of money 
dammed up in the banks, but few peo- 
ple seem to know how to open the 
flood gates. This is a challenge to 
advertising. We need sharper wits in 
this business. We need to throw away 
a lot of pre-conceived ideas and to 


58 





study what the public wants. The 
trouble is, too often retailers are try- 
ing to sell the public what the retailer 
wants to sell. 

“Program plans are under way which 
emphasize the fact that our advertis- 
ing should be keyed to consumer buy- 
ing habits. In preparing this program, 
careful consideration has been given 
to the practical and tangible angles of 
our major problems.” 





Co-operation Plan 

LyNN, Mass.—Colella & Leighton 
and Sarra & Tucker, two well known 
Lynn firms, have entered into a joint 
agreement for developing styles, shoe- 
making methods and sales, and this 
looks like something new, novel and 
interesting in the shoemaking industry. 

Each firm will maintain its own 
individuality, factory, trademarks and 
so on. But they will join in the main- 
tenance of a research bureau, which 
will devote itself to the study of styles, 
materials for shoes and manufactur- 
ing methods; also will they join in a 
sales headquarters in the new Empire 
State Building in New York, with 
Norman Harris as general manager of 
that office. 

Mr. Harris has been selling Colella 
& Leighton’s shoes for some time. 
“Patsy” Colella will continue to man- 
age Colella & Leighton as usual, and 
Frank Sarra and Arthur Tucker will 
continue to carry on Sarra & Tucker as 
usual. The new joint agreement for 
the development of styles, methods and 
sales became effective this week. 





Chain Store Bandit 


SAN -FRANCISCO, CAL.—Chain store 
bandits are common, but one that 
specializes on a particular chain— 
that’s news. Gallen Kamp Stores Co., 
San Francisco, are apparently being 
patronized by such a bandit. On May 
5 a young man, flourishing a revolver, 
entered shoe store No. 19 of the chain, 
located at 3384 Mission Street, while 
Erskine Mosley was alone in the shop, 
ordered him to hold up his hands and 
then took $49 from the cash register; 
he sped away in a closed car. 

Twenty minutes later a man answer- 
ing the same description entered shoe 
store No. 56 of the same chain, located 
at 1475 Haight Street, forced John 
Culleton into a rear room and removed 
$68 from his pockets; on the way out 
he opened the cash register and took 
its contents also. Up to date he has 
not been located. 

Walk-Over Shoe Store, 844 Market 
Street, has opened a shoe department 
in Willard’s Department Store, 139 
Geary Street, with Bert Hindman as 
manager. 

All the shoe stores report vigorous 
sales of hiking shoes, as the days are 
turning balmy and young and old are 
crowding the ferries for the week-end 
hikes in the lovely hills of Marin 
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In Stock 
The ORIGINAL 


EDUCATOR SHOES 


ONLY THE ORIGINAL EDUCATOR WILL 
SATISFY YOUR CUSTOMERS 





Remember there are loyal EDUCATOR CUSTOM- 
ERS in every community. This trade belongs to YOU. 


There are EDUCATOR SHOES for the Entire Family 
as the Catalogue will show. 


BENT BONES STRAIGHT BONES 
that were bent that grew straight in’ 
by Pointed Shoes EpucaTorR SHOES 


WH ’ 
Write for Catalogue NOW 


EDUCATOR SHOE CORP. of AMERICA 
225 W. 34th St., New York, N. Y. 


Made in our 


Brockton Factory 


Width A to EE 
Sizes 5 to 15 











The 


AUCTION |X } wrt 


By order of + &. roubenae. Trustee for the oa ‘ en 
nefit of creditors at 3 a 
we will on PR, aa 9 
Wednesday, May 27, 1931, at 11:30 a.m. ae EY pe JOHNSON S 
( Veet, CALLUS 


on the premises at ‘ a e 
gemens, MA. nn oe 


cell at public auction the assets They not only eliminate the depression in the innersoles of 
not only elimin e 

th real and personal) shoes, but they alleviate the snenee’ depression as well 
of the beoatise they are the fastest selling Metatarsal Pads on the 

market. 
When we say “fastest selling,’ we mean they sell in- 
A. M. LEGG SHOE co. stantly—fasten quickly and easily—adjust in a jiffy—re- 
consisting of a completely equipped factory for the manu- peat immediately if suggested that customers buy a pair 


’ i for each pair of shoes. 
facture of ladies’ shoes, welts and McKays, with a daily CALLU CUSHIONS are the only leather covered 


ti : 
saan, AM atichehe torus coniginentt - Metatarsal Pads that fasten with prongs. Adjusted easily, 
Cutting room equipment; quickly and as frequently as desired without damage to the 
Pattern room equipment; prongs, as they are specially processed and will not bend 
Finishing room equipment ; or_ break. , . ‘ 
Sole leather room equipment; LEATHER COVERED. There is no raw rubber to draw 
Stitching room equipment; the stocking uncomfortably or to heat the already HOT 
Motors; é SPOT under the Metatarsals. 3 sizes: 
Factory equipment, supplies and sundries ; 0 1 2 
Office fixtures ; cia aaa sie acioags 
Real estate. Shoes up to 4 4to 8 Over 8 
Four story factory building, size 45 x 150, sprinklered Packed 2/#0, 8/#1, 2/#2 to the dozen pairs unless other- 


throughout, the property is free and clear of all liens. wise specified. 
Note: The leased machines belonging to the United Shoe $3.50 per dozen. Gross lots, $42.00 less 10% 


Machi ; h b h . 
Heted ate are on the premises but have not been Ae You Jobber on Gales Bites 


Plant on exhibition Tuesday, May 26 NEW GOLF PREMIUM 


C. R. Tombaugh, Trustee for the benefit of creditors. 
E. A. Simmons and G. C. Armstrong, Attys. for Trustee. Advertise your Golf Shoes with the new All 


MICHAEL TAUBER & COMPANY Leather EZ Golf Tees. 
Auctioneers 
411-423 S. Market St., Chicago Johnson Products, Inc. ‘iNorANAroLis. IND. 























Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, May 23, 1931 





6 a Fh Sh 


WHERE TO BUY 


Barefoot Sandals 


tree oa 8 oe 8 ee 





WOODEN 
BAREFOOT 
SANDALS 


Priced from 
$10.50 to $21.50 
doz. 


Carried in stock in a variety of styles, 
colors and in different heights of heels. 
One dozen pair of assorted styles, 
enough to sell from, will be shipped 
to you on ten days’ approval. 
GOLD SEAL SHOE 
722 Broadway New York City 
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WHERE TO BUY 


| Women’s Shoes 


86 8 Eh 





Ultra Smart Sandals 


Quality 
Predominates 


Write 
Direct. 


Best Color 
Combinations. 


Unusual 
Profits. 


BIARRITZ SANDALS, INC, 
120 West 30th St., New York City 








FOR .WOMEN 
THE JOHN EBBERTS SHOE 
IN Baffalo, N. Y. 


grock 











WHERE TO BUY 


Shoe Forms 


for Shoes and Hosiery 


made of white. 
transparent or colored 
FAIRYLITE 


Shoe Form Co.,Ine., Auburn, N. Y:; 








Resume Cutting 


The Degner Shoe Manufacturing 
Company of Milwaukee, manufactur- 
ers of children’s footwear, have been 
temporarily set back in shipments due 
to a fire in the factory Saturday fore- 
noon, May 9. Water and smoke dam- 
aged shoes that were being packed. 

Cutting and fitting has been re- 
sumed last week, lasting began last 
Monday, and shipments will be under 
way in a few days. 





Form New Firm 


D1xon, Itu.—The William B. John- 
son Shoe Company has been organized 
here to manufacture an entirely new 
and high grade line of sub-deb and 
junior shoes, it is announced by Wil- 
liam B. Johnson, vice-president and 
general manager of the new company. 

In order to meet the ever-increasing 
demand for shoes suitable for wear by 
young women during the transition pe- 
riod from juvenile to adult ages, the 
new company was formed after investi- 
gation showed a definite need for such 
a line. The William B. Johnson Com- 
pany will function as a_ specialty 
branch of the Brown Shoe Company of 
St. Louis. However, all business with 
the new company will be transacted 
direct from its offices at Dixon, IIl., 
where the new line of shoes will be 
manufactured and where a complete 
stock department is to be maintained. 

William B. Johnson is widely known 
to the trade throughout the United 
States, having been for many years 
connected with the L. D. Stickles Shoe 
Company, Red Wing, Minn., in an ex- 
ecutive capacity. More recently he was 
similarly connected with the United 
States Shoe Company factories at Buf- 
falo, N. Y., and Auburn, Me., from 
which company he resigned to take up 
his new duties as vice-president and 
general manager of the William B. 
Johnson Shoe Company. 

Leo H. Olson, who was William B. 
Johnson’s assistant in the United 
States Shoe Company, has been ap- 
pointed assistant to Mr. Johnson and 
is in charge of the new company at 
Dixon, Il. 

Jacob F. Jonas, general superinten- 
dent of the new company, has a wide 
acquaintance in Cincinnati shoemaking 
circles and in the trade generally. He 
was for many years superintendent of 
the Krippendorf-Dittman Shoe Com- 
pany, Cincinnati. Until recently he 
was superintendent of the Buffalo fac- 
tory and Scheiffele branch of the 
United States Shoe Company. 


Catalogs Sell Shoes 


SAN FRANCISCO, CaL.—“Advertising 
Achievement Week,” May 4 to 9 in- 
clusive, has had coast - wide attention, 
with twenty communities staging ex- 
hibitions open to the public. San Fran- 
cisco, along with Oakland, Long Beach, 
Los Angeles, Salt Lake City, Portland, 
Seattle and other coast cities reports 
splendid public attendance at the ex- 
hibition. 

Sommer & Kaufmann, Inc., was the 
only shoe firm, represented by a full 
campaign of advertising, appearing on 
the panels of the San Francisco exhi- 
bition, which was held at 557-563 Mar- 
ket Street. The Recorder Printing & 
Publishing Co. had prepared a panel 
featuring Sommer & Kaufmann’s mail 
order catalogs, with the following ex- 
planatory message: 

“This company has long maintained 
a mail order department and its cus- 
tomer list includes many names far re- 
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moved from the city of San Francisco. 
The name of Sommer & Kaufmann in 
the shoe field has come to mean a great 
deal and the company is capitalizing 
it by sending its catalog out period- 
ically during the year—generally quar- 
terly. . . . The amount determined for 
expenditure on the catalog and its 
mailing and handling is based on an- 
ticipated sales and the importance of 
the particular occasion. According to 
the advertising department of this 
company, these catalogs have been ex- 
traordinarily effective and have fully 
carried out the purposes for which 
they were intended.” The catalogs dis- 
played show the modern treatment in 
design and coloring. 

Sommer & Kaufmann are also con- 
ducting a radio advertising campaign, 
going on the air over Station KFRC 
every Wednesday evening at 6 o’clock, 
Pacific Coast time, the program being 
entitled “Vitality Personalities,” a 
coast-to-coast radio feature of the Co- 
lumbia Broadcasting System, present- 
ing a new stage and screen star each 
week. Following the “Vitality” fea- 
ture, Sommer & Kaufmann, one of the 
Vitality Shoe Company’s customers, are 
heard in their own special feature, en- 
titled “Stepping Along with Sommer 
& Kaufmann.” 


Haines, Philanthropist 


York, Pa—Mahlon N. Haines, 
owner of the Haines Shoe Stores, a 
chain of some 50 stores, is the sponsor 
of the organization of Quarter Century 
Club, in York, his home town. Mr. 
Haines on June 4, at noon, will enter- 
tain every person over 75 years of age 
at a dinner in the First Methodist 
Church, York, in memory of his mother, 
the late Mrs. E. A. Haines. Following 
the dinner, autos and buses will be 
furnished and a tour will be made of 
various points of interest which per- 
haps many of the older persons have 
not had a recent opportunity to see, 
such as the reservoir, the new country 
club, the new- Y.M.C.A. building, and 
the recently completed York Hospital. 

Mr. Haines‘has also offered to give 
away six lots in Yorkshire, real estate 
development, on the outskirts of York, 
as an aid to the unemployment situa- 
tion. The lots will be presented any 
person who agrees to erect a new home 
on the lot during the spring or sum- 
mer. R. G. R. 


New Stores 

York, Pa.—The Royale Shoe Co. has 
invaded York and has opened a store 
at 13 West Market Street in that city. 
Bernard Bingrich is managing the 
store, which is occupying the room 
vacated recently by the Victory Shoe 
Co. 

The Smith Shoe Stores have opened 
a new store in York at 102 South 
George Street. The store enjoyed its 
formal opening on Saturday, May 16. 
On the opening day free hosiery was 
given with purchase of a new pair of 
shoes. The new store deals in both 
men’s and women’s shoes. 
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HEN considering the 
establishmentofaplant 
remember that millions 
have been wasted in choos- 





ing the wrong location. 








Therefore consider — Phila- 
delphia. Business and indus- 
try sometimes let a poor 
location of plant, branches 
or warehouses swallow up 
income year after year that 
should be swelling profits. 

















); be effected by using 
Philadelphia as a new or 
additional base. 


General reports on ‘‘Labor,”’ 
‘*Power,’’ ‘*‘ Transporta- 
tion,”’ **Distribution and 
Production”’ and ‘‘The Real 
Philadelphia”’ as illustrated 
here may be had at once. 


Specific data applying to 
your individual problem will 
be prepared promptly. There 


The technical staff of this Association is no charge. Please use your business 
will supply you with eomprehensive letterhead when making requests, ad- 
data on large scale economies that may dressing Department B.M. 
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—™ ome 


WHERE TO BUY 
Ballet Slippers 





In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 














BLACK KID BALLET SLIPPERS 


MADE ON RIGHT AND LEFT LASTS 


Wom. Miss. Childs 
Style No. 600..$1.35 $1.30 $1.25 
Style No. 609.. 1.20 1.15 1.10 
Coast Prices Slightly Higher 
Brooks Shoe Mfg.Co. 

Philadelphia 
Swanson and Ritner Sts. 
Los Angeles—1162 So, Hill St. 


IN 
STOCK 





SOFT 
SOLE 
BALLETS 


* KENDALL’S * 


Black Glove Leather Uppers 
Grey Elk Sole 
WOMEN $1.00—Miss $95 


White Glove 
Leather Uppers 
White Elk 

Sole 





Send for Circular 
DEPT. C. 











* KENDALL SHOE COMPANY * 


0 ot TT 


WHERE TO BUY 


Shoe Accessortes 


hh 6 8 8 8 EF ED 


EASE CALLOUSES with 
IDEAL FELT 


Metatarsal Buttons 


Specifically shaped, they are cor- 

tective. Three sizes, small, medium, 
and large. Also Chiropodists’ felt, mixed and all wool 
One pound papers of %”, %” and %”. ue 
Security Shoe Finding Mfg. Co. inc. 


3 8. WELLS ST. CHICAGO 








Joins Dickerson 

Frank Samuels, formerly a traveler 
for the Julian & Kokenge Co. of Cin- 
cinnati, has joined the force of the 
Walker T. Dickerson Shoe Co. of Co- 
lumbus and will cover Kentucky, Ten- 
nessee and several other southern 
states. 


In Politics 


York, Pa.—George E. Smith, pro- 
prietor of the shoe store in York bear- 
ing his name, has announced his candi- 
dacy for Mayor of that city. Mr. Smith 
is the candidate of the Socialist party 
for the office. 





> ON THE SELLING END < 


News of the Travelers and Sales Activities 








To Travel East 


John A. McCourt, 
who for many 
years has _ been 
identified with ju- 
venile and sub-deb 
girls’ lines, is now 
covering eastern 
territory for Wil- 
liam B. Johnson 
Shoe Co., of Dixon, 
Ill. 

Mr. McCourt 
started in a num- 
ber of years ago 
with the S. L. Pierce line of Cleveland, 
Ohio, and later was one of the large 
producers for the Ferris Shoe Company 
of Camden, N. J., and more recently 
with the Scheiffele Shoe Co. of Buffalo, 
N. Y., a branch of the United States 
Shoe Company, of Cincinnati. 

Mr. McCourt’s many friends will be 
interested to know of his new connec- 
tion. He is now in his territory with 
his new line of samples. Mr. McCourt 
will make New York State and larger 
cities in New England and the East 
Coast, with the exception of the New 
York metropolitan district. 


John A McCourt 


Selby Sales Conference 


Late last month the Selby Shoe Co., 
Portsmouth, Ohio, held a conference of 
38 salesmen at the factory, during 
which the new lines of Arch-Preservers, 
Trupoise and Iris shoes for fall were 
introduced and their points of value 
explained. 

L. M. Doty, sales manager of the 
Selby Shoe Company, was in charge 
of the congress. Among the speakers 
were Roger A. Selby, president of the 
organization; his assistant, N. B. Grif- 
fin; R. M. Donahoe, assistant to Mr. 
Doty, R. S. Sherrington, advertising 
manager, and W. F. Hooley, factory 
stylist and designer. Others who made 
talks were R. C. Kramer of the Amos 
Parrish Co. of New York, Miss Olive 
Smith, stylist of the Amos Parrish Co.; 
Barney Solar, who talked on “Compo,” 
a recent addition to the Trupoise line, 
and Richard Borden, who spoke on 
“Business Conditions in General.” 

At the conclusion of the conference, 
President Roger A. Selby said that 
with the new lines, the most beautiful 
in the factory’s history, in the hands 
of the salesmen, he felt sure that the 
plant would experience one of its best 
years. 

Salesmen in attendance at the con- 
ference included: Donald T. Bass, 
W. A. Bodine, C. W. Cahoon, C. C. 
Crisler, John Fenton, J. C. Grimes, 
F. C. Heer, John Houston, E. C. Kele- 
her, P. J. Kidwell, O. H. Kirkpatrick, 
L. L. Lindsey, J. P. Lorey, J. P. Lucas, 
N. T. Caskey, S. E. McDaniel, H. E. 
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Marconnet, W. B. Moore, C. A Quinn, 
F. Quinn, J. S. Quinn, O. E. Rickey, 
C. A. Risley, C. D. Risley, J. S. Shaw, 
P. W. Craig W. W. Skinner, William 
Solar, J. A. Vonderembse, Paul G. 
Williams, J. T. Winsor, A. V. and J. G. 
Wolcott. 


Paramount Salesmen Ready 


The Paramount Shoe Co., St. Louis, 
announces that it has just closed one 
of the most satisfactory spring seasons 
in its history. This concern has com- 
pleted its new fall sample line of 
women’s novelty shoes to retail at $5 
and $6. Their salesmen will be in their 
respective territories June 1. This new 
line reflects the decided tendency 
toward genuine reptile trims for early 
fall in all of the officially adopted 
colors. The Paramount sales force is 
as follows: Arthur McDonald, Pacific 
Coast; Joe Russell, Iowa, Nebraska, 
Minnesota, North and South Dakota; 
Stanley Hultgren, City of Chicago and 
Wisconsin with office at 1826 Republic 
Bldg., Chicago; Ed Lippman, Illinois, 
Indiana and Missouri; W. J. R. 
Thomas, Texas, Oklahoma, Kansas and 
Arkansas; Charles Toppino, Louisville, 
Mississippi, Georgia, Florida and Ala- 
bama; C. S. Woodward, -Tennessee, 
Kentucky, North and South Carolina, 
West Virginia and Virginia; L. D. 
Ream, Michigan, Ohio and Pennsyl- 
vania; Ronnie Mermelstein; the East, 
with office at 630 Marbridge Bldg., 
New York, and Mr. Von Ham-Young, 
Hawaii. 


Returns to Old Territory 


Charles J. DeMarais is to cover 
Michigan, Ohio and Kentucky for the 
W. B. Johnson Shoe Co., of Dixon, IIl., 
manufacturers of children’s, misses’, 
growing girls’ and sub-deb shoes. In 
taking on this job, Mr. DeMarais is 
returning to a territory with which he 
is thoroughly familiar and in which 
he has a large number of firm friends. 


Wants Convention 


The city of Los Angeles has included 
itself among the cities bidding for 
the annual convention of the National 
Shoe Travelers’ Association, to be held 
next January. The Olympic games are 
to be held, also, in that city, which is 
an argument being used by the munici- 
pality to attract as many conventions 
as possible. 


Business Better 


Charles W. Warren, of the Durand 
Shoe Co., has just returned from a 
swing around his country, covering 
mail order and jobbing houses, also the 
larger department stores. He reports 
that business shows a very decided im- 
provement. 
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Since LINCOLN yo 


Was President 


“Honest Abe” was in office when 
the first unit of the present Shoe Lace 
Company began business. The tradition 


AOMm< 


"ln INO pil 


ess 


DveRViLLE Miuus 


RAW COTTON RECIEVED 
OIRECT FROM PLANTATION 














of quality and uniformity established 66 
years ago has been jealously maintained. 
Controlling production from raw cotton 
to the finished lace we can assure you 
standard quality in laces for every type 
of shoe in every grade. Manufacturing 
economies due to complete supervision 
during every step of manufacture make 
possible the present values. 











THE JOSCO FABRIC TIP 
—a small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
been impregnated with our 
own exclusive solution to give 
it the proper rigidity and en- 





Tips may be either fabric, met- 


al or celluloid. We recom- 
mend the recently perfected 
JOSCO FABRIC TIP. 


durance. We guarantee the 
JOSCO FABRIC TIP to out- 
Jast the lace in ordinary use. 


| 
C 
A 
L 
P 
R 
O 
D 
U 
C 
I 
O 
» 


Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 














il 
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WHERE TO BUY - 


Children’s Footwear 





THE ORIGINAL 


SUNBATH ACROBAT 


(Patented) 


IN STOCK FROM SIZE TWO CACKS 
THROUGH SIZE SEVEN WOMEN’S 


A Product of 


SHAFT-PIERCE SHOE CO. 
Faribault, Minn. 














emery 
Fe eae a aaa 


prereset reee 


— 


ASS 


CHILDRENS 
FOOTWEAR 
IN STOCK 
Gepaine’ Builds repeat i sy 


occasins Free Style Booklet on Request 


LS H.BASS & CO.’ 11 Main St, WILTON, MAINE |} 


MBS. DAY’S IDEAL BABY 


SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 

















Children’s Fine Goodyear Welt Shoes 


by 
THE GILBERT SHOE CO. 
THIENSVILLE, W'S. 

















Two Tene Sport Shoes 
[CONTINUED FROM PAGE 28] 


instance. Fourth in the projected 
clothing sales is the previously men- 
tioned coat with cream knickers and, 
of course, brown and white footwear. 

There are a wide variety of leather 
combinations in this shoe for regular 
wear. ‘hey lend themselves to the in- 
dividual likes of the community to be 
served. During the warm weather the 
majority of elk leathers carry rubber, 
crepe or fibre soles, while those of the 
more dressy kinds have leather soles 
and rubber heels. 


Tanners Elected 


New York, N. Y.—At the monthly 
meeting of the Board of Governors 
of the New York Hide Exchange, Ralph 
Linder Pope, president of the North- 
western Leather Company Trust of 
Boston, and Willis R. Fisher, president 
of the A. C. Lawrence Leather Com- 
pany of Peabody, two leading Massa- 
chusetts tanners, and Gabriel B. New, 
were elected to membership. 





How to Close a Shoe Sale 
[CONTINUED FROM PAGE 26] 


that you can determine how the foot is 
reacting to the size and shoe. 

“This leaves the customer with the 
impression that you have a personal 
interest in her feet. When she comes 
back to the store she will come to you.” 


W. F. KNAACK, 
Bellingham, Wash. 


“If the salesman is satisfied in his 
own mind that he has fittted the foot 
properly, it is then easy to close the 
sale, and a satisfied customer leaves the 
store.” 


MARY KATHERINE HERMONS, 
Pueblo, Col. 


“With the understanding that the 
customer has been fitted in a shoe that 
is correct both in fit and purpose, the 
interested and courteous salesman 
closes the sale with: ‘I know you will 
enjoy your shoes so much that I am 
making a record of your size, so that 
at any time we may be able to fit you 
perfectly with no inconvenience to 
you.’ (Asks name and_ address.) 
‘Now if any additional service is 
needed, I should be glad to haye you 
eall.”’ With a final ‘Thank you very 
much, Mrs. Brown,’ he ends the sale.” 


The author of the following neg- 
lected to*sign his name, so no credit can 
be given. 


“Customers do not often come back 
because the closing of the sale was 
strong and impressive. More fre- 
quently they come back because of the 
interest the salesperson showed when he 
demonstrated he knew shoes and the 
eorrect way of fitting them. A friendly 
cheerful salesperson who by his man- 
ners, his knowledge of the business, 
and his manifest interest in willingly 
serving his patrons unselfishly, com- 
bined with comfortably fitted shoes, 
will unquestionably bring the custom- 
ers back.” 

Lack of space does not permit the 
using of answers from F. M. McKinley, 
J. A. Brinkman, Jack Craig, Mrs. F. L. 
Pape. Miss Natalie Leibowitz, William 
B. Hudson, Allen Muller, Arthur E. 
Brosen, Charles V. Wynn, Lee A. Ellis, 
M. V. Cassidy, John F. Potter, Richard 
E. Wesselman and Miss Amy Murray. 


Add Salesmen 


In line with their removal to new and 
larger quarters the first part of this 
year, D. Meyers & Sons of Baltimore 
announce the addition to their sales 
force of six new representatives: Roy 
E. Sherman, D. H. Orr, George D. Mal- 
linson, Sol Sacks, H. R. Stone and 
Walter L. Wright, who will cover the 
following territories: New York, Ala- 
bama, Tennessee, Mississippi, Texas 
and Georgia. 


How Much Does Public Buy? 
[CONTINUED FROM PAGE 13] 


each city by the Department of Com- 
merce. For example: In Los Angeles 
the total shoe business was $19,790,312. 
Of this amount the family stores re- 
ceived $14,856,131, the women’s stores 
$2,746,303 and the men’s stores $2,187,- 
878. 

In the figures on independent retail 
stores as compared to chain store vol- 
ume, three groups are given: (1) Sin- 
‘gle Independent, (2) Local Multi Units 
and (3) Sectional and National Chains. 
Averages taken from reports on eighty 
cities of populations from one hundred 
thousand to three million, show that 
the single independent stores comprise 
55 per cent of the total number of 
stores, do 33 per cent of the volume 
and carry 39 per cent of the stock. 
The ratio of stock on hand at cost to 
annual sales at retail is one dollar to 
$3.10; but be careful to consider one 
measurement is (at cost) compared to 
the other (at retail selling price). 

The local multi-units comprise 18 per 
cent of the total outlets, do 27 per cent 
of the total volume and carry 27 per 
cent of the stock. The ratio of stock 
at cost to retail sales is $1 to $3.77. 

The sectional and national chains 
comprise 27 per cent of the total out- 
lets, do 40 per cent of the volume and 
carry only 34 per cent of the stock. 
The ratio of stock at cost to sales at 
retail is $1 to $4.31. 

In an early issue, 10 large cities in 
one State will be chosen and dealt with 
similarly. Suggestions are welcome as 
to what figures our readers feel are 
desirable to have broken down, and re- 
quests for further information will be 
complied with if of sufficient general 
interest. If you desire to study the re- 
turns of the census yourself, the De- 
partment of Commerce will send you 
the report for your city upon request. 


New Spirit in Fall Footwear 
[CONTINUED FROM PAGE 20] 


afternoon types. Black kid for early 
selling is trimmed with the new prints 
such as topaz, ecru, seal and morocco 
effects in grained calf. 

Some lines are featuring checks in 
linings as well as the plaided effects. 
Black and white, beige and brown, and 
a lobster check seem to be moving. 

Shoes that are built up over the 
throat line are beeoming staples in 
many lines and the three-strap travel 
and town shoe has been placed in fall 
lines of some prominent Fifth Avenue 
stores. 

Floppy bows in over the instep 
models are being created by every 
model maker in Paris, and every indi- 
cation points to the strap, either broad 
or narrow, with side lacing or front 
bow. A new trend coming into the 
late summer picture and carrying into 
the fall promises a revival of the two- 
eyelit instep tie. 
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MARBRIDGE § 


ae 


BROADWAY 
at 34th St. 


The lines permanently displayed at the otal 
Building always merit your attention. The shew- 
rooms of the national leaders in the shee and 
leather industries are maintained here all year 
round. 

Desirable office space for approved tenants. 


MARBRIDGE BLDG. CO., INC. 


1328 Broadway New York 





A. Sensation! 
The New 


COLT 


ADJUSTABLE 
ALUMINUM 


Pronounced by experts as 
being the most efficient, 
simple, durable, light in 
weight and low in price boot 


$ 10 tree on the market. A few 


per pair sizes cover all sizes of boots 
because of its adjustable 
features. Can also be used 
as a leg or instep stretcher. 


Retails at $17.50 
Get to know the Colt Tree and 


ORDER A SAMPLE PAIR 
or Send for Folder CBT 


Colt-Cromwell ‘Co., Inc. 
EST. 1899 
1239 Broadway, N. Y. C. 
Also in Stock at 424 So. B’way, Los procbiiin Calif. 

















NEW YORK 


EVERY ROOM WITH 





$9.50 $4.00 


Single Double | 
Weekly Rates, Room & Bath @ 


from $4 3-50 up 


A new, modern, luxurious @ 
¥ 


hotel. 10 minutes from 
Times Square. 





‘ 
500 CAR GARAGE ADJOINING @# 
‘ 





Cut out this ad and on your 
next visit to New York 
present it to the registration 
clerk and receive a regular 


. D.W. STEWART, Manager $3 room and bath for a” 


NEON RB ONE ONE NE NEON ONE ONT NOVO NE NODE NONI NE 


ae ek ee ee ek ee ee OTR ee ah ah ae ee 
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B'WAY. ar 76 ST. 


_~. Accommodations for 1000 Guests 
* wa 


BATH and RADIO &@ 


RATES for Room and Bath @ 





HOTEL 


VICTORIA 


7th AVENUE AND 5lst STREET, NEW YORK 


LARGE SAMPLE 
ROOMS FOR SHOE-MEN 


This hotel is well liked by the important 
men in the shoe and leather industry. 
Located on Seventh Avenue, corner 5lst 
Street, virtually the heart of New York. 


1000 LARGE ROOMS 


Each with Private Bath, 
Ice Water, Servidor 
AND RADIO 
FREE GARAGE 


Rates from $3 Daily 


S. J. Mrrcnett, Manager 
























THIS MAY BE 
YOUR OPPORTUNITY 


















































SALESMEN WANTED SALESMEN WANTED FOR SALE 








vs 





GHOE FACTORY FOR SALE. Frame 60 
“x 90. Brick and steel 40 x 100 two floors 


| 

I JOSEPH M. HERMAN SHOE CoO. and basement. Quit operation Jan 15th, is 

iq now # aeameaiy ree. Catt give excep. 
tional proposition utifu q 

| Boston, Mass. toc by gn Plenty of experienced 


help, no labor troubles. Hunt where you will 








Wants live salesmen in following territories: you can make money here. Photos and de- 
ALABAMA ARIZONA ARKANSAS Gated.” OH WATTS. “Millersburg, Pan 

Kalen A LOUISIANA MINNESO —_ 7 en 

MINN TA 
MISSISSIPPI MISSOURI MONTANA FOR SALE—About eighty American Seating 
NEBRASKA NEVADA NEW MEXICO Co. chairs, in fine condition, also combina- 
N. DAKOTA OKLAHOMA OREGON os hosiery and finding case, in fine condition. 
{ S. DAKOTA TEXAS UTAH C. J. WORBASS, 402 Irving Ave., Syracuse, 
} WASHINGTON WISCONSIN NEW YORK te A 

Exceptional opportunity for high grade men with established men’s dress shoe FOR SALE—Eleven year established shoe 
trade, retailing at $4.00 and $5.00. Tremendous stock department, liberal store on a desirable transfer corner in 


Chicago, doing good business. Must have 
commission. Give full particulars. $5,000 cash. For —— information inquire: 


C-497, care Boot & Shoe Recorder, 209 South 
State St., Chicago, Illinois. , 














AN ATTRACTIVE PROPOSITION FOR SALESMEN POSITION WANTED 


who cover Conn., N. Y. State, a. Ohio, Ind., Va., W. Va., No. & So. Carolina and Ga, ’ 
who have an established trade of good accounts to sell a factory line of low priced men’s 





dress shoes and TENNIS AND RUBBER FOOTWEAR JOBS. Commission 5% POSITION WANTED — Stylist — Salesman 
payable weekly. Preference will be given to those who have proof of their sales ability. Ladies Shoes. Address C-496, care Boot & 
Send full information and references in first letter. Shoe Recorder, 239 West 39th Street, New 


Address C-493, Boot & Shoe Recorder, 239 W. 39th St., New York City York, N. Y. 








POSITION WANTED — Salesman _ for 
women’s popular priced McKays. Have 


HOE SALESMEN wanted to carry spats 
S * “* SALESMAN WANTED for well developed established trade, retail and jobbing, west of 


ar oi a we as = © Se. —— line of popular priced English Welted and 


give refer: Stuck: Sh C d ad Mississippi. Thoroughly conversant with man- 

GANOLIS “MANUFACTURING "CO., “046 ound cin. Marte aa. ufacture of shoes. Address C-494, care Boot 

No. Crawford Ave., Chicago, Ill. Shoe Recorder, 239 West 39th Street, New § “96 ae 239 West 39th Street, New 
York, N. Y. or . 











ARE you earning enough money with the W ANTED SALESMAN to carry as a side HAYE.. MANAGED largest chain shoe store 


line a good line of leather b t in New York City and also assisted _in 
line you are now carrying? If not and y e of leather bows to sell to buying. Would consider making change. Out 

















you are desirous of carrying a short side line retailers. Address C-492, care Boot & Shoe . id 
on a strictly commission basis we have an Recorder, 239 West 39th Street, New York, of town proposition would be given consider- 
ia ed N. Y ation. Address C-491, care Boot & Shoe 
ideal proposition to offer—a new innovation in . x. R d ° Ww 39th S N York 
— ’s a & = at $6. The om ange | NY. er, 23 est 39t treet, New York, 
members of this Company are executives o . . : - x. 
one of the largest and best known women’s ee ie New ag City ° 
shoe manufacturing companies in the United Pee eceniteh peso hw ye J srg et prcenec] 
States. Only such applicants who can furnish < oh o manutac a ine of meta 
first class references will be considered. All Give iene ia d fall inf — mm: gay BUSINESS OPPORTUNITY 
applications will receive due consideration. This iciter E =. WELL ER COMPANY. 33. Edde 
A is an ideal opportunity for the right men. > se RI » 33 y 
; FRANK-BRUEL COMPANY, Room 74, 229 . ee YOU CAN HAVE A BUSINESS PRO- 
| East Sixth St., Cincinnati, Ohio. FESSION OF YOUR OWN and earn big 
FOR MIDDLE WEST, by Well Known income in service fees. A new system of 
Eastern Manufacturer of Men’s medium foot correction; readily learned by any 
SHOE SALESMEN wanted to carry a snappy priced high grade shoes with an in stock de- one at home in a few weeks, Easy terms 
line of hard sole Mules and D’Orsays, re- partment, on a strictly commission basis. Send for training; openings <7 with 
{ tailing from $2.00 up. Southern, New aguas complete history of experience and names of all the trade you can —— to. No capi- 
i and New York State territories open. Side former employers. Your application will be tal required or goods to buy; no agency 
line commission proposition. Address C-454. considered in confidence. Address C-488, care or soliciting. Established 1894. Address 
i care Boot & Shoe Recorder, 239 West 39th Boot & Shoe Recorder, 239 West 39th Street, Stephenson Laboratory, 21 Back DBay, 
£ Street, New York, N. Y. New York, N. Y. Boston, Mass. 





| CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
ya charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

SF Advertisements for this page must be in our New York office on Friday of the week preceding publication.“ @™ 
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POSITION WANTED 








POSITION WANTED 


MERCHANTS’ NEEDS 

















branches—or all of them? 


references. 


GRADE A 


Salesman—Sales Manager—Factory Executive Available 


Do you need an able man for difficult work in any one of these three 
This advertiser’s services are available be- 
cause of unique conditions in a large organization where he has held a 
responsible position for years, but which in no way reflect upon him. 
His best years are ahead of him. Best of business, financial, and social 
Decidedly worth while to investigate this man if your or- 
ganization needs strengthening. Making the right connection is of more 
importance to him than the compensation. Address C-484, care Boot & 
Shoe Recorder, 239 West 39th Street, New York, N. Y. 


JpISPLAY PAPERS 
Change Often! 


Have you our samples? 


DISPLAY CREATIONS 
1489 Broadway, Detroit, Mich. 




















trade. 
ers, 
furnished. 





Rubber Goods Sales Executive Available 


Twenty years’ experience in selling and promoting rub- 
ber products to the manufacturing wholesale and retail 
Has wide acquaintance with shoe manufactur- 
shoe retailers and jobbers. 


Address C-490, care BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 


Best of references 





“A, O. 
216 HOLLAND BLDG., ST. LOUIS, MO. 


POLLINGER. CO.| 











WINDOW CARDS 

















MERCHANTS’ NEEDS 


WANTED TO PURCHASE 





DISPLAY FI F prunes 


SEGALLE "SONS 


933 ARCH ST. 
PHILADELPHIA, PA. 


ARE BUSINESS GETTERS 
SEND FOR CATALOG 











Store Moves 


BALTIMORE, Mp. — The Baltimore 
branch store of Boyce & Lewis, Inc., 
of Washington, D. C., exclusive shoe 
retailers, will be moved from 418 North 
Charles Street to a new location at 
212 North Liberty Street early next 
month. Wilbur Coon shoes have been 
featured at the local store, which was 
originally opened as an_ exclusive 
Wilbur Coon shop about three years 
ago. Boyce & Lewis, Inc., took over 
the business about a year ago. 
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If 
ae a cake cei om 


municate with us. Prompt at- 
tention given. 
KIRSCH-BLACHER CO., ING 
590 Broadway New Yerk 
Phone Canal 6-4298 and 4299 








We are epen to 
BUY FOR CASH 
retall stocks of yr el 
CHANDISE — 
POSTER @ DEUTSCH 


436 Grand St., New York City 
Phone Dry Dock 0352 


MER- 
assumed 








HIGHEST CASH PRICES 
PAID 


stocks, slow sellers, ete. Short time 
Ag F over, Tran ansaitions confidential ‘ 


MAX GLAUBERG 
327 Church ate wh City 














We will pay the best priee fer 
your surplus or entire stocks of shoes, 





general merchandise or 
stores. Leases assumed. 
Phone - Write - Gall 
All matters strictly confidential. 

I. SIMON CO. 
101 Reade St., New York City 
Phone Worth 5922 Est. 1890 
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WE SELL 
YOU SHOES 


that are of 
Good Quality 





-not those that 
i fook goad 
i 


io 









Colorful, Artistic 
Die-Cut Tops 
14 Different Texts 
Cards 7 x 12—3 colors 
Price Tickets Included 


per mo. 
6 Card Service...... $3.00 
8 Card Service...... 4.00 
12 Card Service...... 5.00 


Samples sent on request. 


Merchants Service Dept. 
Boot & Shoe Recorder 
1334 Republic Bldg. 
Chicago, Ill. 
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LISINESS 
AROMETER 


Failures, 





Business Changes 


ARKANSAS — Fort Smith— Paul Isaacson 
Clothing Co.; boots, shoes, etc. ; inc. authorized 
capital $10,000. 


ILLINOIS—Chicago—C. F. Appel (959 Bel- 
mont Ave.) ; boots and shoes; sold or closed out 
business. a “ae 

llis Bootery, Inc. (2953 Milwaukee Ave.) ; 
ee aa shoes i authorized capital $10,000. 

River Grove—Stanley Paprocki (8344 Grand 
Ave.) ; boots, shoes, etc.; moved to Phoenix, Ill. 


INDIANA—Wakarusa—J. A. Freed & Son; 
boots, shoes, etc.; partnership dissolved; suc- 
ceeded by Edgar Freed. 


10WA—Council Bluffs—Economy Shoes, Inc. 
(417 W. Broadway); boots and shoes; inc. 
authorized capital $10,000. 


MARYLAND — Chestertown — Newsome & 
bt ened boots and shoes; succeeded by Albert L. 
eat. 


MASSACHUSETTS—Boston—Nathan Bloom- 
berg (121 Hanover St.); recently commenced 
business. 

Rosenberg’s, Inc.; boots and 
authorized capital $25,000. 


shoes; inc. 


nn—A. Jacobs & Sons Co., Inc.; shoe man- 
ufacturers; capital stock reduced by $32,000. 

Waltham—Brentwood Shoe Stores, Inc. ; boots 
and shoes; inc. authorized capital $90,000. 

MISSOURI—St. Louis—The Vogue Boot Shop 
(615 Locust St.); boots and shoes; recently 
incorporated. 

NEW YORK—Brooklyn—Windsor Shoe Store, 
Inc.; boots and shoes; inc. authorized capital 
$50,000. 

OHIO—Cleveland—The Lynn Dry Goods Co.; 
boots, shoes, etc.; recently incorporated. 

Wolf Hecht Dry Goods Co. (408 Guardian 
Bldg.) ; boots, shoes, etc.; recently incorporated. 

OKLAHOMA — Muskogee — Jones & Isbell; 
boots and shoes; succeeded by Isbell’s Booterie. 

PENNSYLVANIA—Ephrata—F. H. Walters 
(E. Main St.); boots and shoes; sold or closed 
out business. 

WASHINGTON—Seattle—Cash Dry Goods Co., 
Inc.; boots, shoes, etc.; inc. authorized capital 
$5,000. 

WEST VIRGINIA—Grafton—F. Friedman & 
Son; boots, shoes, etc.; reported liquidating. 








Failures, Embarrassments, Etc. 


ALASKA—Juneau—Mike Avoian ; boots, shoes, 
etc.; reported assigned. 


DISTRICT OF COLUMBIA—Robert Berbe- 
rich’s Sons, Inc.; boots and shoes; reported 
petition in bankruptcy. 


FLORIDA—Gainesville—The Gator Shop, Inc. ; 
boots and shoes; reported offering to compro- 
mise at 25 per cent. 

Tampa—Charles Markowitz; boots, shoes, etc. ; 
reported petition in bankruptcy. 

Charles Cuervo; boots, shoes, etc.; reported 
petition in bankruptcy. 


iLLINOIS—Chicago—Mandel Silverman (2297 
Milwaukee Ave.); boots and shoes; reported 
called meeting of creditors for May 12. 


INDIANA—Hammond--Louis Stern (651 Cal- 
umet Ave.) ; boots, shoes, etc.; reported petition 
in bankruptcy. 

_ Indianapolis—Charles E. Mode (141 E. Wash- 
ington St.) ; boots and shoes; reported petition 
in bankruptcy. 


KANSAS—Hutchinson—Ellsworth Shoe Co., 
Inc. (110 N. Main St.); boots and shoes; re- 
ported receiver appointed. 


NEW JERSEY—Palmyra—Samuel Freeman 
(5-7 N. Broad St.); boots and shoes; reported 
offering to compromise. 


NEW YORK—Farmingdale—R. Glass Shoe 
Co. (231 Main St.) ; boots, shoes, etc.; reported 
offering to compromise. 

engage Bihiante, wy (89 Main St.); re- 
por assigned; repo called ti 
creditors for May 13. nokpeedl oi 

Mayville—Clarence W. Balcom; boots, shoes, 
ete.; reported petition in bankruptcy. 


New York City—Lateiner Footwear Co., Inc. 


(84 Delancy St.) ; 


Savoy Shoe Shop, Inc. 
ealled meeting of 


boots and shoes; reported 

creditors for May 8. 
Rochester—Union Clo. Co.; boots, shoes, etc. ; 

reported called meeting of creditors for May 11. 


NORTH CAROLINA — Henderson — Michael 
Sidenberg; boots, shoes, etc.; reported petition 
in bankruptcy. 

OHIO—Cleveland—Lewis I. Gottlob (2124 St. 
Clair Ave.) (3903 Payne Ave.); boots, shoes, 
etc.; reported petition in bankruptcy. 

Fostoria—Mike L. Brown; boots, shoes, etc. ; 
reported assigned. 

Hillsboro—Frank McNichol (W. Main St.) ; 
boots and shoes; reported assigned. 

Toledo—Chris Brunschweiger (1905 Door St.) ; 
boots and shoes; reported petition in bank- 
ruptcy. 

Yorkville—Demios Kocovinos (Victory Tailor- 
ing Co.) ; boots, shoes, etc.; reported petition in 
bankruptcy. 

OKLAHOMA—Shawnee—Joseph M. Schuman; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

PENNSYLVANIA—Coatesville—Louis Trach- 
tenberg; boots, shoes, etc.; reported petition in 
bankruptcy. 

Marcus Hook—Michael Sacks (936 Market 
St.); boots, shoes, etc.; reported petition in 
bankruptcy. 

VIRGINIA—Snaffolk—January & Bro.; boots, 
shoes, etc.; reported petition in bankruptcy ; 
reported receiver appointed. 

WEST VIRGINIA—Huntington—O. L. Stan- 
ard Dry Goods Co.; boots, shoes, etc.; reported 
petition in bankruptcy. 

WYOMING—Greybull—George A. Clark (“The 


(408-12 E. 98rd St.); slipper manufacturers; Hub”); boots, shoes, etc.; reported receiver 
reported called meeting of creditors. appointed. 
———————————EE 


New Shoe Stores 


Shawnee, Okla.—Frankels Department Stores. 
Martinsville, Va.—Leggett’s Department Store. 
Louisa, Va.—Louisa Department Store, Inc. 
Springdale, Ark.—Busy Department Store. 
Columbus, Ind.—D. A. Berger, Fifth St. 
uw N. Y.—Old Colony Shoe Co., 47 W. 


Council Bluffs, Iowa—Economy Shoes, Inc., 
417 W. Broadway. 

St. Louis, Mo.—The Vogue Boot Shop, 615 
Locust St. 

Grand Rapids, Mich.—The Famous. 

Saginaw, Mich.—Melze Alderton Shoe Co. 

Olympia, Wash.—Cash Dry Goods Co., Ine. 
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Latest Reports of New Stores, 


Bankruptcy Proceedings 


Embarrassments and 


Wasta, S. D.—Household Supply Co. 

Smithfield, N. C.—Austin & Ogburn. 

Chicago, Ill.—Phyllis Bootery, Inc., 2953 Mil- 
waukee Ave. 

Chicago, I1l.—Consumers Army Goods Stores, 


Inc. 

Moulton, Tex.—J. T. Jaeggli. 

Merrill, Ore.—Hodge Bros. 
Pom Mesa, Cal.—T. M. Proctor, 8278 Lookout 

ve. 

Warsaw, Ind.—James Ladd. 

Burlington, N. C.—Rudd-Dixon-Goodman Store. 

Canton, Ohio—Sears, Roebuck & Co., 5th and 
Market Sts. (soon). 

Goldsboro, N. C.—Montgomery Ward & Co., 
W. Walnut St. (soon). 

Ogden, Utah—W. T. Grant Co. 

Woodhaven, Long Island, N. Y.—W. T. Grant 
Co., 9311-15 Jamaica Ave. 

Vici, Okla.—Thomas Mercantile Co. 

Philadelphia, Pa.— Manufacturers Surplus 
Merchandise Store, 5218 Market. 

New York, N. Y.—Samuel Kessler, Inc. 

New York, N. Y.—Mack-Harry Sample Shoes, 
220 E. 96th St. 

New York, N. Y.—Melrose Slipper Co., 6 W.- 
20th St. 

Montclair, N. J.—Louis Schlesinger, Inc., 638 
Bloomfield Ave. 

New York, N. Y.—Frank Engel & Co., 59th. 
St. and Park Ave. 

New York, N. Y.—J. Glassberg, Park Central! 
Hotel Bldg. 

New York, N. ¥.—K. K. Shoes, Inc. 

Lansing, Mich.—Famous Clothiers, 202 N.. 
Washington Ave. 

Plainfield, N. J.—Christenson, Inc., 153 W- 
Front St. 

New York, N. Y.—Boardwalk Shoe Co., Inc. 

Spencer, S. D.—Herbert Unzicker. 

Riverside, Cal.—Sweets, Inc., 3781 Main St. 

McAlester, Okla.—N. J. Dakil. 

Salyersville, Ky.—Able Grace. 

Lake Village, Ark.—Dave Merkotize. 

Lysander, N. Y.—Wm. Roberts. 

Moxahala, Ohio—O. L. Taylor. 

New York, N. Y.—New Style Shoe Heel Pro- 
tector Co., Queens. (Mfr.) 

New York, N. Y.—Jefferson Trading Corp. 

Haverhill, Mass.—Sterling Shoe Corp. (Mfr.) 

Lynn, Mass.—Turn Stile Process, Inc. (Mfr.) 

Morgantown, W. Va.—Fashionable Shoe Stores, 


ne. 
ao News, Va.—Broadway Department: 
re. 
Andover, Mass.—Abbott Bros. (Mfr.) 


Akron, Ohio—Nobil Shoe Co., 166-68 S. 
Main St. 

Watertown, N. Y.—Chas. B. Roach, Public: 
Square. 


Sigourney, lowa—Fischer Shoe Co. 
Greensboro, N. C.—Pollock’s Slipper Salon, 


Columbus, Ohio—The Leighton Co., 218 N. 4th 
St. (Mfr.) 

Quiney, I1l.—Hudson’s. 

High Point, N. C.—Rose Marie Slipper Shop, 
105 Main St. 

Bay City, Mich.—Bay City Cash Dry Goods. 
Co., Central and Adams St. 

Waco, Tex.—S. K. Hendler, 619 Austin Ave. 

Yankton, S. D.—James Conrad. 

Birmingham, Ala.—Hirsch’s Shoe Dept., 213-15. 
N. 19th St. 

Tulsa, Okla.— Vanity Boot Shop, 410 S. 
Main St. 

London, Ont., Canada—Naborhood Shoe Store, 
429 Hamilton Road. 
P —* Ont., Canada—Stirrett’s, 227 Dun- 
las St. 

Winston-Salem, N. C.—L. H. Pollock, 4th and 
Trade Sts. 

Keosawqua, Ilowa—I. M. Brawshaw. 

Racine, Wis.—Racine Dry Goods Co. 

Allentown, Pa.—A. S. Beck, 707 Hamilton St. 

Vernon, Tex.—Dixon’s. 

Mobile, Ala.—Hammel’s. 

Tulsa, Okla.—Vandever’s. 

Hortonville, Wis.—Bartmann Booterie. 

Mandan, N. D.—Mandan Fair Store. 

Mankato, Minn.—R. C. Tucker. 

Pelican Rapids, Minn.—H. N. Halvorson. 

Springfield, Minn.—Hahn’s Cash Store. 

Escanaba, Mich.—O. W. Gustafson, 920 Lud- 
ington St. 

Minot, N. D.—Gordon’s Shoe Store. 

Kalamazoo, Mich.—Shine Shoe Co., 237 S. 
Burdick St. 
as Mich.—C. A. Gronseth, 427 Mitchelh 
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"Fhe comfort, durability, and smart appearance 
of footwear, whether for sport or dress, depend 
largely upon the quality of the hidden parts of the 
shoe . . . The fusing qualities of Celastic insure a 
smooth, comfortable toe, free from wrinkles. The 
smart lines of the last are faithfully reproduced 
and maintained in the toe of the finished shoe. 
Celastic Box Toes are now universally used by 


manufacturers in all price fields. 


UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 


@ 





THE QUALITY BOX TOE 
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Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
fh the right fitting, for the right price, at 
| the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of THe Boot anp 
SHoez Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 





A Buying Guide to 





BOOTS AND SHOES 
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Athletic Shoe Co., Chicago, Ill............. 
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Next Week 


you will find 
in the 


Boot and Shoe 


Recorder 


How many methods of size mark- 
ings do you think there are? To 
date we have discovered 157 and some 
of them are fearfully and wonderfully 
created. Many cases would defy detec- 
tion by Scotland Yard. The most 
subtle of all is perhaps the trick of 
marking size eights—sevens; sevens— 
sixes; and sixes—fives, to please the 
vanity of womankind. 

In the issue of May 30 we will en- 
deavor to show a positive need of some 
organized standards for simplification. 
When an industry, unique in its “one- 
ness of service”—footwear—goes to its 
present extent of size concealment, the 
wonder is not that “deuces are wild” 
but that the whole shoe game is getting 
wilder than evér. We plead for simpli- 
fied practice in a number of funda- 
mentals of the trade. 





Aa a & 


ERHAPS there is no saving the old 

established habits and traditions of 
a trade but surely new stores should 
start right with such common denomi- 
nators as might be developed through a 
few standards of size markings, a few 
standards of cartons, a few standards 
of system so as to relieve the complica- 
tions of business and to permit more 
minds full play in the one paramount 
problem in merchandising—more pairs. 

We think this issue will start some- 
thing in shoes, corrective of wastes and 
confusions, and we hope to enlist co- 
operation of our readers. 
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ADDED 
VALUES 


| in shoes 
4 filled 


with— 


INVISIBLE 
MIDDLESOLE 


Value No. 1... 
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It forms a 3-ply unit 


a MIDDLESOLE binds the 


are ee innersole and the outersole firmly to- 


3 Resists Moisture 





4 Resists Heat & Cold gether into one flexible unit, providing 
5 Prevents Bunching 
6 Prevents Air Pockets the ideal foundation for walking comfort 


BECKWITH MANUFACTURING COMPANY 


| Manufacturers of Vulco Products 
F STATLER BUILDING, BOSTON, MASS. 
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In practically every city 


a Leading Merchant 
Sells Foot Delight Shoes 






















There can be only one reason for such pronounced stores, large and small, where Foot Delight sales have 
success —the shoes themselves. Foot Delight is a increased substantially and consistently from 1929 to 


name that stands for something absolutely new in - 1930 —and again from 1930 to 1931. And ‘the up- 


shoemaking technique. It 1s a name that means just ware trend continues | 


what it says to increasing thousands of modern women 


. who are finding in these shoes a lightness, a buoyancy No, gentlemen, these are no ordinary shoes. They 
of step they have never known before. are exclusive es they have features that are patented 
Wearing Foot Delights ee on merchandising qualities that you find in no other 


shoes. They have tremendous selling appeal 





Foot Delight softly fits the bottom of the arches as 


no other shoe can. 


Talk with any Foot Delight merchant. Note his turnover . . they keep mark-down at a minimum. 
spontaneous enthusiasm. Our records show many Bancroft Walker Company, Boston, Mass. 


Trade Mark Reg. 
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they bring in and hold customers. . they give large 
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ROM THE FIELD OF WHITE 
ASHIONABLE WOMEN ARE PICKING 
"THE WHITEST WHITE 




























ND now, you are hearing the voice of fashion . . . 


right in your own store . . . expressing decided preference 


for “The Whitest White” kid shoes. 





You'll hear very soon, too, that’ your size runs of white 
kid footwear are getting low. Remember that every 
fashion fact confirms your merchandising judgment in re- 


ordering white kid right through to the end of summer. 


There never was such a profit opportunity as this year 


presents for your retailing of “The Whitest Whites.” 


CEZOYESNO) 


G.LEVOR &CO., inc 


Tanner. of ‘THE WHITEST WHITES 
GLOVERSVILLE - NEW YORK 
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Shatters the Gouds 
of Pessimism 


Vitality sales are mounting to new heights each week. Records 
are being broken as fast as they are made. This means but 
one thing — Vitality dealers are finding a responsive market. 
Thus Vitality points the way to better business. 


On the air each Wednesday evening, through a coast-to-coast 
hookup of The Columbia Broadcasting System, famous stars 
of the stage and screen, with Freddie Rich and his VITALITY 
orchestra, put the world in a merry mood—while millions of 
listeners learn why VITALITY shoes are the most attractive 
buy in smart footwear. And how they are buying them! 


If you want to share in this prosperity, why not write for the 
VITALITY proposition today? 

For women AAAA to EEE, sizes 2 to 11, to retail at $5 and 
$6. For men AAA to G, sizes 5 to 14, to retail at $5 and $6. 
For boys—A to E, sizes 1 to 6, to retail at $4 and $5. 


A. 
( VITALITY SHOE COMPANY. 


BRANCH OF INTERNATION 





1509 Washington Ave., ST. LOUIS, MISSOURI 





Tune in... 


Every Wednesday Evening 
(9 P.M,, Eastern Standard Time) 









































Indianapolis 
Kansas City 
Little Rock 
Los Angeles 
Milwaukee 
Nashville 
New Orleans 
New York City 
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A BOLD STATEMENT— 
BUT WE CAN PROVE IT/ 


We have conquered OUR end of the depression. 


Several merchants are selling hundrecis of pairs of 
our slippers a week profitably RIGHT NOW! 


Cheap merchandise at cheap prices did not accom- 
plish this. . . . Truly distinctive STYLING of the 
highest character MERCHANDISE coupled with 
most unusually attractive PRICES is the solution. 


(me() Slippers that are really perfect— 
Soft Soles that have proven their merit— 
ASK US TO PROVE IT! 


Tupper Slipper Corp., 25 Lafayette St., Brooklyn, N. Y. 
CUMBERLAND 6-5448—5510 
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[’ doing so, regardless of how rich the people are or how many chain stores they 
own, we try not to be unkind without, on the other hand, being “mealy-mouthed” 


or using “weasel words.” 


Below is some correspondence with the Purchas- 
ing Agent of one of the large chain-store organi- 
zations :— 





Lynn, Mass., 
August 5, 1929 
CoMPANY, 
————— Street, 
New York, N. Y. 
Gentlemen: 


We are returning your order. 
We do not care to accept your business, as we 
have written you on previous occasions. 


Truly yours, 
GEO. J. KELLY, INC. 


New York, 
August 7, 1929 
Geo. J. Ketty, Inc. 
Att: G. J. Kelly 


Gentlemen: 


We have received your letter of August 5th 
returning our order dated July 31st for Chain 
Lightning, and we note in your letter that you 
do not desire to do business with us. Just what 
the trouble is we do not know, and if you will 
send us details we will be very glad to adjust 
matters with you to your satisfaction. 


In the meantime will you please inform us where 
we can secure this product in so that we 
can supply the product to our customers who are 
desirous of securing your product from our 
————-store? 





Very truly yours, 
PURCHASING DEPARTMENT 


Sometimes We Refuse Business 








Lynn, Mass., 
August 8, 1929 


CoMPANY, 
————— Street, 
New York, N. Y. 





Att. Mr. 
Asst. Mgr., Purchasing Dept. 





Gentlemen: 
Replying to your letter of August 7 :— 


It appears to be your policy to attempt to destroy 
the distribution facilities of other business firms. 


We wish our Chainlighting distributed to the 
consumer at thirty-five cents. The merchandise is 
ours, and we really have a moral right to fix the 
price at which it should be sold to the consumer. 


We want our retailers to receive a compensation 
of 35% to 371%4% for selling our Chainlightning 
Shoe Cream; but, when your stores cut the price 
to thirty cents, you force our retailers to do like- 
wise, or produce the impression in their communities 
that they are extortionists in their charges. 


You thereby destroy the inducement to our re- 
tailers to furnish their customers with our merchan- 
dise. This is a style of predatory competition to 
which you appear to be addicted. 


We would therefore like to have nothing what- 
ever to do with you, not have you help us nor hinder 
us. We would like to avoid you entirely, not have 
our goods in your stores, and we would prefer that 
you had not known that we have any goods to sell. 
We would like you to forget us and leave us alone, 
just as we intend to do with you. 





Truly yours, 
GEO. J. KELLY, INC. 





GEO. J. KELLY, ING. 
LYNN, MASS., U. S. A. 


Manufacturers of 


CHAIN LIGHTNING SHOE CREAM 


THE LYNN — WHITERIGHTOFF — RAINBOW — WHITEHEELEDGE — BAGOF 
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ONANSCH 


SHOES 
SAINT LOUIS 


aS. 
NEW YORK OFFICE 
857 MARBRIDGE BLDG 
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G. P. CRAFTS CO. 
MANCHESTER, N. H. 


Stocks Carried and 
Distributed By 


S X T Y FO U R os a 
S T Y L a S 201 Garrison don. 


Fort Smith, Ark. 


SIDWELL, DeWINDT 
RETAILING DWELL, Dew 


311-315 W. Monroe St. 
Chicago, Ill. 
DIXON SHOE CO. 

343 Main St. 
Menomonie, Wis. 
SOLNIT & SHAPIRO 
SHOE CO. 

761 So. Los Angeles St. 
Los Angeles, Calif. 
en PURCELL 


1716 Arapahoe St. 
Denver, Col. 
NORTH COAST SHOE. CO. 


425 Westlake Ave., No. 
Seattle, Washington 









































No. 605 
WINNER LAST 
Men’s Black and 
White Oxfords 
B, C, D—6/11 
No. 604—Smoked 
Elk and Tan to match. 


No. 623 
NIFTY LAST 
Men’s Black and 
White Oxford 

Cc, D, E—6/11 


BOYS’ 


TO RETAIL 








No. 601 


BELMONT LAST 


Men’s Black and 
White Elk Brogue 


xford. 
Leather Sole and 
Heel. 
B, C, D—6/11. 











No. 621 


No. 600—Tan and 
BELMONT White to match. 
LAST 





Men’s Black and 
White Brogue 


Oxford. 
Leather Sole and 


eel. 
Cc, D and B—6/11. 
No. 620—Tan and 
White to match. 





MEN’S 


TO RETAIL 
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